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Rough Proofs 


From early morn to setting sun, 
woman’s work is never done, but the 
new Zenith radio nurse will take care 
of a little of it, anyhow. 


+ @ F 


As a matter of fact, the radio 
nurse sponsored by Zenith is exactly 
what the young mother who would 
like to mind the baby while playing 
bridge downstairs is looking for. 
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Everybody loves a baby, according 
to the song, but affection for the lit- 
tle stranger will not be diminished 
through ability to love him by remote 
control. 
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The Federal Trade Commission has 
started an investigation of price fix- 
ing in the golf ball industry, thus 
making a lot of people feel that it 
finally is getting down to real busi- 
ness. 
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According to Dale Nichols, adver- 
tisers who feel that the public can’t 
appreciate good art may merely be 
unable to appreciate the public. 
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Fasting is supposed to be under- 
gone in Lent, but with fish, macaroni 
and other advertising of meat substi- 
tutes, it will probably result only in 
a rearrangement of the calories. 
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“Have the next round with Jack 
Dempsey,” says a whisky advertiser, 
who neglects, however, to mention 
the possibility of going down for the 
jong count. 
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Bantam advertising will put a lot 
of its cars on the road, but with traf- 
fic conditions what they are, each 
Should be equipped with an extra 
powerful cock-a-doodle-doo. 
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One strong selling feature of the 
new Bantam is freedom from park- 
ing problems. You can always run it 
right under the next car. 
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Plymouth is giving country drivers 
a break with a new line of high- 
wheeled buggies. Now if other mak- 
ers will raise the bodies so city driv- 
ers can see the road, everything 
will be under control. 
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Alter seeing the heroine of the 
prize-winning Camay poster displayed 
for the benefit of Cuban consumers, 
everybody wonders why Procter & 
Gamble was holding out on the good 
dt. Ss. A 


>  F 


b Iron Fireman is to market an oil 
urner, suggesting that the company 


is determined in any event to make 
it hot for you. 


7, F 
ae Shouldn’t object to running 
Yertising films, considering the 


ength of time they give to present- 
Ing their Own. 


7( = F 
we they started putting: up 
calle Walls at state lines, it was 
st d “an indivisible union of inde- 
Tuctible states.” 3 


Copy Cos. 


ALLIS- CHALMERS 
MAKES FRIEND OF 
FARMER'S WIFE 


Launches First Copy to Bring 
“‘Litthe Woman’s’’ Power 
to Bear on Hubby 


By H. C. BRUNNER 

Milwaukee, March 10.—The farmer 
may be in the dell, but Allis-Chal- 
mers Mfg. Company has a hunch it’s 
the farmer’s wife who rings the cash 
register bell just like in the big cities. 

Carrying this theory into test 
ground, the company next month will 
break copy in The Farmer’s Wife 
seeking, through the little woman, to 
sell more of its heavy farm ma- 
chinery. This was disclosed to Ap- 
VERTISING AGE today by Allis-Chal- 
mers advertising executives, and 
Bert S. Gittins, agency executive in 
charge of the test. 

The dearth of information on how 
much influence the farmer’s wife has 
in “business” buying is emphasized 
by the fact that neither the adver- 
tiser nor the agency has any figures. 
They hope to get some through the 
forthcoming copy. 


Billion Dollar Field 


The extent ot the field, however, 
is indicated by the recent Fortune 
breakdown of the $10,000,000,000 
farm income, which shows that the 
farmer spends just a little less than 
half this amount on his business. Of 

(Continued on Page 35) 


Chesterfield, 
General Mills 
on Mixed Chain 


New York, March 10.—Chesterfield 
and General Mills this week became 
the firsf\advertisers to sign for the 
new “mixed” network setup offered 
by National Broadcasting Company. 
The NBC procedure is to offer the 
program to stations on one basic net- 
work, Red or Blue, but if any sta- 
tion prefers to retain time for local 
or spot use, the network advertiser 
has the option of making his pro- 
gram available to any other NBC 
affiliated station in that city. 

The arrangement marks the first 
time that outlets on the Red and 
Blue networks have been combined 
on commercial programs. Chester- 
field will use the system 6:30 to 6:45 
p. m., Mondays through Saturdays, 
starting April 18, while General Mills 
will use a series from 2 to 3 p. m. 
daily except Saturday and Sunday, 
starting May 30. 
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Nation-wide Reports Indicate 
Used Car Promotion Success 


"PIRATED" COPY 


HOW ONLY 4" MADE 
MY KITCHEN 
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Ash for Cooks "17 DAY" PLAN 
COOKS PAINTS 


This copy, Cook claims, was “pirated” 
last year. New copy is seeking patent 
protection. 


COOK UTILIZES 
COPYRIGHT ACT 
IN NEW MANNER 


Kansas City, Mo., March 10.— 
“Underwear for Houses” is the 
latest slogan to be registered with 
the United States Patent Office by 
the Cook Paint and Varnish Com- 
pany, which has been a prolific user 
of the Patent Office facilities in an 
effort to prevent pirating of its ad- 
vertising. The “Underwear for 
Houses” slogan will be the spear- 
point of the company’s spring cam- 
paign. 

While slogans are not registrable 
as trade-marks, nor can they be mo- 
nopolized by registration in the 
copyright office, protection particu- 
larly in the case of a descriptive 
slogan, can often be secured under 
that section of the Copyright Act 
which provides for registration of 
labels and prints in the Patent Of- 
fice. 

Cook regards the protection of its 

(Continued on Page 37) 


‘invade the mess field. 


Pinaud Starts 
Lilac Vegetal 
on New Course 


New York, March 9.—-April will 
see an old and established “luxury” 
product have its face 
lifted preparatory to 
invading the highly 
competitive “mass” 
field of after-shaving 
lotions, it was re- 
vealed this week by 
Pinaud, Inc., maker 
of Lilac Vegetal. 

Pinaud introducea 
Lilac Vegetal to a 
virgin field more than 
25 years ago. As the 
vogue for whiskers 
disappeared, razor 
and Lilac Vegetal 
sales grew in direct 
proportion. With its product 
garded as strictly a _ luxury, 


re- 
the 
Pinaud promotions featured formal 


dress as its pictorial theme and 
priced its products well over $1. 

Aggressive campaigns conducted 
by inexpensive lotions during recent 
venvs have finally forced Pinaud to 
Lilac Vege- 
tal has been repackaged and will 
retail for 49 cents under fair trade 
contracts. 

Black and white half-page inser- 
tions will appear in Collier’s, Esquire, 
Ken, Liberty, The New Yorker, The 
Saturday Evening Post and Time. 
yrey Advertising Agency, Inc., is in 
charge of the campaign. 


Stocks of Used Autos Are 
Substantially Cut; Gain 
Good Will 


Chicago. March 11.—With the ex- 
ception of a few cities where spe- 
cial local conditions interfered, Na- 
tional Used Car Exchange Week, 
which started last Saturday, and 
runs to March 12, accomplished the 
specific task for which it was cre- 
ated, according to _ telegraphic 
reports from _ correspondents of 
ADVERTISING AGE in all parts of the 
country. 

Stocks of used cars were substan- 
tially reduced. More important, ac- 
cording to trade experts, the heavy 
volume of advertising, coupled with 
energetic efforts by dealers, created 
a more friendly feeling toward used 
ears which will be reflected in the 
future. While many dealers feel 
that if they had it to do over, they 
could probably do a more efficient 
job, they add that as a pioneering 
effort, National Used Car Exchange 
Week may be considered successful. 


Chicago Trade Satisfied 


The Chicago situation, which is 
probably typical, is satisfactory to 
most dealers, who~tied rr lard.“ ith — 
the display advertising in news- 
papers with extensive use of classi- 
fied columns, offering particular bar- 
gains, in contrast with the gener- 
alities necessarily employed by 
manufacturers’ display copy. It is 
estimated that average sales for the 
first five days of the campaign were 

(Continued on Page 35) 


Shoe Makers Get ‘Half 


a Loaf’ in 


Czech Pact 


New York, March 10.— Domestic 
shoe manufacturers this week re- 
ceived a partial response to their de- 
mands for protection against low- 
priced, low-duty foreign imports ina 
new reciprocal trade treaty with 
Czechoslovakia, viewed as only “half 
a loaf,” but still of some reassurance 
value to the industry. 

Rising imports on lower priced 
shoes, chiefly those from the Bata fac- 


Last Minute News Flashes 


Garceau Leaves Fairbanks-Morse for Crosley 
Indianapolis, March 11.—John S. Garceau today resigned as advertis- 
ing manager of the home appliances division, Fairbanks, Morse & Co., to 
become advertising manager of Crosley Radio Corporation, Cincinnati, 


manufacturer of radios and refrigerators. 


Mr. Garceau succeeds Glenn H. 


Corbett, who resigned recently. His own successor has not been announced. 


Emptage Resigns from Jergens; Joins Pickford 
Cincinnati, March 11—Harold J. Emptage, sales manager of Wood- 
bury-Jergens Company, resigned today to join Mary Pickford Cosmetics, 
Inc., New York and Hollywood, as vice-president. 


Invite Roosevelt to Federation Convention 
New York, March 11.—George M. Slocum, president of the Advertis-i 
ing Federation of America, left with a group. of advertising leaders for 
Washington today to invite President Roosevelt to the AFA convention 
in Detroit June 12. The convention week also is to be‘set aside as Na- 
tional Advertising Week, featuring the slogan, “Advertising Makes Work.” 


Hearst Negotiates for Radio Station Sales 
New York, March 11.—William Randolph Hearst was reported nego- 
tiating today for sale of Station WINS, following sale of KEHE, Los 
Angeles, to Earle C. Anthony for an amount said to be $400,000. 


tory in Czechoslovakia, have caused 
domestic manufacturers considerable 
distress. The new treaty does not 
change the duty on the largest class 
of imports, cement soled women’s 
shoes, but it does fix an upper limit 
to imports from all countries. 

Low tariffs on foreign imports 
were vigorously assailed at the re- 
cent National Shoe Fair in Chic:go 
by Frederick A. Miller, of H. *, 
Goodman Company, Columbus, any 
board chairman of the National Boot> 
& Shoe Manufacturers Association, 
As reported in ADVERTISING AGE Jan. 
16, Mr. Miller urged that a concerted 
effort be made to increase the tariff, 
and that manufacturers cooperate 
through advertising and promotion 
in removing the “price complex” held 
by many American purchasers. 

Cemented shoe imports rose during 
1937 to 3,260,000 pairs from a 1936 
total of 2,050,000. The 1933-37 aver- 
age domestic production on all kinds 
of footwear except rubber was 384,- 
000,000 pairs. 

The new agreement permits ac- 
ceptance of imports from all coun- 
tries to 14% per cent of the average 
annual total domestic production for 
the past five years. This would allow 
1938 imports to exceed the 1937 
figure, but not at as great a rate as 
indicated by the trend of the past 
years. Duty on the cement soled 
shoes remains at 20 per cent. Duties 
were reduced on some other types 
but these comprise but a negligible 
portion of the total. 
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CULL N.A.B. ‘CZAR’ 
LIST; 10 NAMES 


BEFORE BOARD 


By EDWARD COOPER 

Washington, D. C., March 10.— 
The list of potential candidates to 
head the radio broadcasting indus- 
try was narrowed to 10 names 
this week. That group will be fur- 
ther pruned, probably to four 
names, during the next week and 
from these four the board of di- 
rectors of the National Association 
of Broadcasters will choose the so- 
called “czar” of the industry at its 
big meeting here March 21. 

No clue on the ultimate choice 
has yet been given, other than that 
the list has been narrowed to 10 
names. It is fairly certain, how- 
ever, that the industry will pick a 
“successful business man” from 
outside of the industry. The six- 
man executive committee, which 
has spent weeks _ interviewing 
likely presidents, expeets to present 
not more than four names of men 


OUT WITH A0—e WITH NEW 


Milwaukee advertising leaders celebrate launching of the second year of that city's 


internal promotion campaign with unveiling of the 1938 poster. 


Left to right 


are A. A. Naulin, George Harris, Bob Brown, and V. P. Brehm. 


who are available and who have the 
requirements to direct a national 
association for the rapidly growing 
industry. 

Members of the executive com- 
mittee have taken pains to point 
out that the head of the association, 
if and when he is chosen, will not 
be a “czar.” While the revamped 
constitution will give him broad 
policy-making powers, nearly all of 
these will be subject to the board’s 
direct control. The president will 
not have the autocratic powers that 
are popularly believed to be vested 
in such “czars” as Will Hays in the 


movies or Judge Landis in base- 


ball. While the directing head may 
come from outside of the radio in- 
dustry, the secretary-treasurer of 
the revised setup will be a radio 
man, intimate with radio’s manifold 
problems. The association, which 
numbers 416 out of some 700 broad- 
casters, will have an estimated in- 
come of $250,000 annually and it in- 
tends to get money’s worth for its 
expenditure. 

The projected program will call 
for an_ integrated organization 
covering the legal, research, labor, 
advertising and _ public’ relations 
problems of the industry, with a 
rounded staff. 


Over Every Other Cup of Coffee in Iowa... 


“To be enjoyed by a reader 
of The Des Moines Sunday 
Register”’ 


Half the goods sold in the $750,000,000- 
a-year Iowa retail market during 1938 
(from lipstick to radios or breakfast food 
to soap flakes) is destined to be bought by 


readers influenced by advertising in one 


newspaper, 
Register. 


The Des Moines 


Sunday 


With more than 315,000 circulation, this 
great state newspaper turns all Iowa into 
a single “sales city” at lowest milline rates 
in Iowa ($1.74). 


Shrewd advertisers use its well-read 
columns to make their selling dollars 
work more efficiently in the better-than- 
national-average 1938 Iowa market. 


FOURTH VERSION 
OF FOOD, DRUGS 
BILL REPORTED 


Washington, D. C., March 11.— 
The fourth and probably the final 
version of the House Interstate and 
Foreign Commerce Committee’s 
print of a food and drug bill was pre- 
sented today with a recommenda- 
tion that it pass. The committee 
is expected to report it next week. 

It differs widely from the already 
Senate-approved Copeland bill, prin- 
cipally in the absence of advertis- 
ing control provisions which have 
been lodged with the Federal Trade 
Commission by the Wheeler-Lea 
Federal Trade Amendments Dill, al- 
ready passed by both Houses but 
awaiting final Senate concurrence 
in House amendments. 

The House bill would permit the 
Secretary of Agriculture to promul- 
gate definitions and standards of 
identity for foods, fixing “reason- 
able” standards of quality and of 
“fill” for food containers. Food be- 
low the standards set must be 
marked substandard on the label. If 
food is labeled to be misleading, if 
offered for sale under the name of 
another food, if it is in imitation of 
another food and not so labeled, if 
it is below standard, it is mis- 
branded and may not enter inter- 
state commerce. 

Regulations for the use of poison- 
ous ingredients and certification of 
coal tar eolors in foods and drugs 
are to be formulated by the Secre- 
tary. 

Favorable House action is ex- 
pected on the measure. The big 
question is, as it was two years ago, 
that of procuring Senate agreement 
to House changes in the bill. 


DUNN CALLS FTC 


BILL EFFECTIVE COVER 
New York, March 10.—Despite 
“its defects,” the false advertising 
provision of the amended Federal 
Trade Commission Act is “effective 
and valuable” for the protection of 
the consuming public and “one under 
which the food, drug or cosmetic 
manufacturer can practically live,” 
in the opinion of Charles Wesley 
Dunn, counsel to the Associated 
Grocery Manufacturers of America, 
Inc. 

The exemption of an advertising 
agency, which is wholly or partly 
responsible for a false advertisement 
subject to criminal prosecution, “is 
difficult to understand,” Mr. Dunn 
said today. He also cited the incon- 
sistency of presuming that meats and 
meat food products complying with 
the meat inspection act are not in- 
jurious to health at the time they 
leave the official establishment but 
not extending this same presumption 
to government-inspected biologic 
drugs. 

Interpreting the significance of 
the Wheeler-Lea amendments, Mr. 
Dunn said: 

“The immediate significance is 
that it will make the preventive ad- 
ministration of the act more ex- 
peditious and less expensive and 
therefore more effective accordingly. 
This, because the commission is no 
longer required to prove that a chal- 
lenged practice is unfair to competi- 
tors. The fundamental significance 
is that the commission is thus 
vested with a vastly increased 
power to regulate business; a power 
which is virtually subject to no re- 
striction except its own administra- 
tive discretion, if supported by evi- 
dence—and which is cemented by 
the statutory rule that its findings 
as to the facts are conclusive, if so 
supported. 


FTC Wins Confidence 


“This increase in the commis- 
sion’s power over business evidences 
the confidence of Congress in that 
agency and it creates a correspond- 
ing responsibility in the commis- 
sion to make certain that this great 
power is prudently, soundly and 
sagaciously exercised. Where the 
exercise of this power will finally 


—— 


“Revelry on Rails” oan 
Scores for Wabash 


St. Louis, March 9.—A “Rey- 
elry on Rails” excursion staged 
here last week by the Wabash 
Railway is believed to be the 
first formal party ever staged 
aboard a moving train. Guests 
included lecal alumni of the 
school of journalism, Missouri 
University, who received the 
usual yard-long ticket cover- 
ing “passage and stop-overs” 
to each of the several at- 
tractions offered in the cars 
making up the special train. 
Danced, dined and otherwise 
entertained, the guests were 
carried continuously over the 
Wabash tracks for the five- 
hour duration of the party, 
only to learn at the end of that 
time that, in spite of all the 
travel, they hadn’t even been 
outside the city limits! 


lead business is a question that only 
the future can answer. Moreover, 
this amendment largely satisfies the 
current demand for anti-trust law re- 
vision, aside from a revision of the 
Sherman and Clayton acts as such. 
It removes any need for a federal 
licensing law, such as that proposed 
by Senators Borah and O’Mahoney, 
Therefore, while the administration 
has been discussing such revision, 
Congress has quietly acted impor- 
tantly to achieve it. 

“To illustrate the practical effect 
of this amendment: the act now be- 
comes a strong federal law against 
the false advertisement of any com- 
modity, whereas previously its pre- 
vention of such advertisement was 
crippled by jurisdictional condition 
of proof as to competitive injury. 
And the commission is now posi- 
tioned to attack fundamental trade 
practices, if and to the extent it 
may desire to do so. Thus, in a 
very real sense, the commission be- 
comes the director of national busi- 
ness conduct.” 

With respect to the four com- 
modities specifically mentioned in 
the law against false advertising— 
foods, drugs, devices and cosmetics 
—Mr. Dunn took issue with the limi- 
tations imposed. “The public is en- 
titled to the same protection against 
the false advertisement of any other 
commodity sold in interstate com- 
merce,” he remarked, “and especially 
of all essential commodities, which 
are more than these four.” 


Weldon in State Post 


Don Weldon, publisher of Prog- 
ress, Hammond, La., weekly, has been 
appointed personal assistant to Gov- 
ernor Richard W. Leche of Louisiana 
to co-ordinate the state’s publicity. 
Mr. Weldon will have an office in the 
press room at the state capitol in 
Baton Rouge and will serve without 
pay, the governor announced. 

The state’s contract with Carl 
Byoir & Associates, New York, for 
state publicity recently expired and 
George Dye, who has been in charge 
of the Louisiana office, is leaving 
the state. 


CIVIC CONSCIOUSNESS 
. » » More than one- 
third of WFBR’s 
time is devoted to 
civic, cultural and 
educational features 


Local flavor 
means local favor! 
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wae: is the printing center of the South. 


Sixty printing establishments employ over 5,000 people, consume 
enough paper to make this city one of the first six paper markets 


in America, have an annual output valued at eleven million dollars. 


Millions of books and over two hundred publications are products of 
Nashville presses. Nashville leads the whole United States in the 
printing of religious periodicals. These are printed in almost every 


known language. 


To the men who man these Nashville presses go the city’s biggest 


Single payroll; a payroll which shows little seasonal fluctuation; a 


< Banner 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


payroll with a purchasing power based on the high income of the 


artisan. 


This printing payroll is another stabilizing factor in the balanced 
buying power of the Nashville market, a market which receives a 
steady income from 


many sources. 


Twenty-four hour 
coverage of this bal- 
anced market costs you 
only twenty-seven 


cents a line. 


Tue NASHVILLE TENNESSEAN 


Morning Sunday 
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Half-Husband 
Makes Full Plea 
for Heublein 


Hartford, Conn., March 9.—G. F. 
Heublein & Brothers, maker of Club 
Cocktails, this week reshaped its ad- 
vertising schedule to include color 
wherever possible and launched a 
campaign in Collier’s, Cosmopolitan, 
Esquire and Life. 

This campaign introduces into 
Heublein copy the humorous ele- 
ment, appealing to the enjoyment of 
leisure as the central theme. Hus- 
bands who are only “half there” be- 
cause they are mixing numerous 
ingredients are a special target. 

The Lavin Company is the agency 
in charge. 


Daugherty Named 


Jimm Daugherty, Inc., has been 
appointed by the Greater St. Louis 
Safe Deposit Association, to direct a 
campaign promoting use of bank safe 
deposit boxes. 


Ward Leaves Borden 


Ralph D. Ward has resigned as 
vice-president in charge of sales and 
advertising of the Borden Company. 
Mr. Ward is president of Drake 


MANLY COPY 


WHY KEEP A HUSBAND 
our OF SIGHT 7 


Dgsenswn isos 00 be biden be the 
hitche ail coomng mining cocktail, With 
Newhtesm', ready ovcned pare COCKTAUS 
hrecmaly, fh amy ams merds te do ta hare perfect 
cocktails tm a filly te mandy to en and pow 
‘Take home « bottle of two of CLUB 
COCKTAILS and ty thet smooth, met 
tow goudece trght away, Compare these 
mined cocksails in quality snd Mayor 
with the gnest you've ever tasted any™ here. 
M you do, you'ne likely to go modera sad 
give vp home cotksell niatng for oth shana 
You! 0 thas, (© proper sagredionts. 
adds womething which amt « ne 
honoaiene im tee duusand possesses. 
vecetan saed ccieatibe bamdiageckill evarls 
fommeas teoce 1892. 
Aad chink of the convenience! No kierben- 
No maxing You cam serve 
seven delighthad ¥ nee as quickly as 


NOTHING TO DO Bur Qee ¥ (onve e 


G. F. Heublein & Bro., Hartford, Conn., 

will present this unusual copy in May 

and June magazines on behalf of its 
ready-mixed cocktails. 


Bakeries, Inc., and will devote his 
time hereafter t to that activity. 


TIN CONTAINER 
GETS TEST BY 
CLICQUOT CLUB 


New York, March 10.—Invading 
the stronghold of the glass bottle, 
Continental Can Company, in con- 
junction with Clicquot Club Com- 
pany, Millis, Mass., has experimen- 
tally placed canned Clicquot Club 
ginger ale in a limited number of 
independent markets in New York 
and Boston, it was revealed here 
today by H. A. Goodwin, advertising 
manager in charge of marketing re- 
search and development of the can 
company. 

The limited merchandising test 
has met with encouraging consumer 
acceptance and will be followed by 
a more comprehensive test in an 
effort to determine the extent of 
the market for carbonated bever- 
ages in cans, he declared. The origi- 
nal test was conducted without 
benefit of any special promotional 
backing, but the relatively small 
stocks on display in the stores 
moved with ease, he said. Custom- 
ers questioned as to the appeal of 


xo whole story for spot 
broadcasting is the good 


old saga of brains versus 
brawn—the sharpshooter versus 
the blunderbus . . . In spot 
broadcasting, the reward for 
skill in picking the right pro- 
gram, the right time and the 
right station is that you bring 
home the bacon with the least 
possible expenditure of both 
energy and ammunition. 


Our job is to help furnish one 
small part of the skill required 


Nn 


for effective spot broadcasting 
—to help agencies and adver- 
tisers in their selection of mar- 
We do 
We do it 


because we are 


kets, time and stations. 
this job successfully. 
successfully 
properly equipped in men, in 
experience, and in our attitude 
of responsibility to our cus- 
tomer. 


May we help you? Our service 
costs you nothing — in either 


money or obligation. 
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EC MMMOEE, os.00.5:4.% s:e0.00:0-4 Portland 
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*Chicago Office commencing April 1 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


_Pianeer Radia Station Representatives 


CHICA NEW YORK 
so H. ol 110 E. 42nd St. 
Franklin 6373 Lexington 2-8660 


New Center Bldg. 


DETROIT SAN FRANCISCO 


One Eleven Sutter 


Trinity 2-8444 Sutter 4353 


LOS ANGELES ATLANTA 
C. of O. Bldg. Bona Allen Bldg. 
Richmond 6184 Jackson 1678 
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"UNION" WINS ORCHID TROPHY 


E. A. Holman (left), 
of Associated Weekly, 
presents its annual 
Orchid Trophy for best 
color printing to Nel- 
son Roberts, San Diego 
Union advertising 
manager. 


i? 


the canned product replied that the 
advantages were similar to those 
for canned beer: absence of the 
container-return problem and ease 
in storing and serving. He indi- 
cated, however, that surveys would 
be extended before dependable con- 
sumer data are available on the sub- 
ject. 

Reminiscent of the _ beer-in-cans 
development, the introduction of 
ginger ale in cans focuses attention 
upon the possibility of another bot- 
tle versus can battle. Curiously 
enough, the present Continental Can 
experiment is a direct outgrowth of 
the company’s experience in can- 
ning beer, Mr. Goodwin revealed. 
From the development of a quart 
beer can with a special side seam 
was evolved a 12-ounce can for gin- 
ger ale. He asserted that this lat- 
ter beverage is much more diffi- 
cult to contain than beer. 

That intricate engineering prob- 
lems are involved was also indicated 
by American Can Company, which 
stated today that although it has 
conducted research for eight years 
it is not yet ready to market a can 
to hold ginger ale or other carbon- 
ated beverages. 

N. W. Ayer & Son, Boston, is the 
agency for Clicquot Club and Bat- 
ten, Barton, Durstine & Osborn for 
Continental. 


Miss Kamps Wins 
Cleveland Prize 


Virginia Kamps of the Cleveland 
School of Art has been named win- 
ner in the fourth annual Cleveland’s 
Students Poster Art Exhibit. Spon- 
sors of the exhibit were the Come-to- 
Cleveland committee of the Cleve- 
land Advertising Club and the Cleve- 
land Safety Council. 

A total of $500 in prizes was do- 


nated by J. A. Zimmer, president of 
Central Outdoor Advertising Com- 
pany. 


New Everedy Product 


Everedy Company, Frederick, Md., 
has introduced to the gift trade its 
condiment caster, a combination of 
old-fashioned earthenware and ultra- 
modern chrome. It stands but four 
inches high and will hold relish, 
spreads or sauces. 


Alter Joins Revlon 


Arthur G. Alter has been appointed 
merchandising manager of Revlon 
Nail Enamel Corporation, New York. 
Mr. Alter was formerly with the 
National Process Company. 


Phillips Plans Drive 


Heralding the Phillips Recessed 
Head Wood Screw, a campaign is be- 
ing launched by the American Screw 
Company, Providence, using double 
and single pages beginning with the 
March issues of Automotive Indus- 
tries, Electrical Manufacturing, Fur- 
niture Manufacturer, Hardware Age, 
Hardware World, Iron Age, Mill € 
Factory, Mill Supplies. Product Engi- 


neering, Purchasing, Southern Hard © : 
James | 


ware and Wood Products. 
Thomas Chirurg Company is the | 
agency. 


_— 


Porter Appoints 


Porter Chemical Company, Hagers- 
town, Md., manufacturer of “Chem- 
craft” 
Craft” 


microscopic 


chemistry sets and “Science | 
electro-physics, | 


minerology and other outfits, and | 
“Kast-A-Toy” metal casting sets, has | 


placed its advertising account with 
Atherton & Currier, Inc., 


Babbitt Seed Deal 


B. T. Babbitt, Inc., is featuring its 
spring promotion for Bab-O, a house- 
hold cleanser, with an offer of free 
garden seeds for each Bab-O label. 
Magazines, newspapers and radio are 
scheduled through Blackett-Sample- 
Hummert, New York, the agency in 
charge. 


Cadoc, Vicklax Bow 


Vick Chemical Company has 
launched a test drive in newspapers 
of Utica, Binghamton and Elmira, 
N. Y., and Peoria, Ill, to introduce 
its Cadoe and Vicklax tablets in com: 
bination. Cadoc is offered as a hel? 
for colds and muscular pains, Vick 
lax as a laxative. 


Gregor to NEA Post 


Frank Gregor, Jr., advertising 40 
sales promotion manager of Ditto 
Inc., Chicago, has been elected prest 
dent of the associated exhibitors of 
the National Education Associatio® 
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WANTED!! 


Any Job That’s ‘‘Hard” 


Eager to work for company demanding 
results—not wishful thinking. 


Young man, Gentile, college graduct 
27 years old, aggressive, alert, a 
Fully experienced in merchandier7 
publicity, sales promotion, cot 
write letters that sell. Excellent rec’ 
with both large and small com 

employed now. Will go anywhere. 


zt 
Would like to shake hands with # 
“hard’' job. Start immediately- 


Box 1384, Advertising Age. ome 
Tel. Oakland 3320, Apt. 5 


ful. 
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FEBRUARY 1938 


Sane of 


PICTORIAL REVIEW 


ASSCS 


700,000 
os t./ Vea 


One year ago, for the first time ever, 
newsstand sales of Pictorial Review 
exceeded a half million... February 1937 
was 521,067 copies. 


Six months later the 600,000 milestone 
was passed with sales of the August issue 
through newsdealers soaring to an all- 
time peak of 619,602 copies. 


And now, February 1938 makes another 
long stride toward our one million objec- 
tive with a newsstand sale which exceeds 


700,000 copies. 


Pictorial Review is setting the fastest 
newsstand pace in the history of women’s 
service magazines... read the current 
April issue and learn why. 


Read “ Your Sinuses—A Pain in the Head” 


Pictorial Review 


by Maxine Davis who tells why sinus 
infections always make you miserable, 
can be dangerous, and how to avoid them 
if possible. 


Read “A Princess Marries,” a complete 
novel on a modern theme by Sylvia 
Thompson, whose “The Lilac Is in 
Bloom” in our June 1937 issue was the 
most bitterly debated story published last 
year in any American magazine. 


wt es Ww 
ay 
a ' lh 


Outstanding features such as these build 
genuine reader interest and that is why 
Pictorial Review’s audience of more than 
2,900,000 readers is a most responsive 
market for advertised products appealing 
to women. 
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Railroad Men 
Dejected Over 
SmalljHand-Out 


Chicago, March 10.— Though they 
had not yet received copies of the 
decision, railroad executives today 
expressed the deepest pessimism fol- 
lowing grant of an approximate 10 
per cent rate increase by the Inter- 
state Commerce Commission at 
Washington. 

The low spirits of railroad men 
were shared by investors, railroad 
stocks generally declining, in spite 
of the fact that a modification of the 
railroads’ plea for a 15 per cent in- 
crease had already been discounted. 

The 10 per cent increase means 
different things to different roads, be- 
cause bituminous coal, lignite, coke 
and iron ore are exempt from any 
change, while only 5 per cent in- 
crease was permitted on agricultural 
commodities. By and large, however, 
the increased revenue will amount to 
little more than 5 per cent, experts 
said. 

The railroads of the country, with 
more than 25 billions of dollars in- 
vested, normally spend more than 
one billion dollars a year for supplies 


UNDERSTATEMENT 


They Say: 


That | am a Wife-beater 
That | am a Bootlegger 
That | am a Fascist 

That | am a Communist 


That | am an All-a-round 
Shady Character. 


® But, Folks, If you will 
vote for me for Sheriff, 
I will make only one 
promise. 
That promise is that I 
will reform. 


Joseph Schies 


00000008 SOSOO8O8OSSSSSESS8 

Joseph Schies covers a lot of territory 

in his election campaign copy in Ander- 
son, Ind. 


of all kinds and when they are pros- 
perous, exceed this figure substan- 
tially. Experts say that if railroads 
could be dug out of the doldrums, 


In just a shade under the 30 minutes it takes you to 


reach Grand Central, the average Wall Street Journal 


they would give the country a busi- 
ness hypodermic which would set the 
wheels turning at a fast pace. This 
possibility appears to have been 
wiped out for the present. 


FTC Eyes Whisky Label 

The label on Sandy McNab whisky 
must no longer carry the word “dis- 
tilleries” or any other word that 
would indicate the distributor owns 
or operates a distillery in Scotland, 
according to a cease and desist order 
of the Federal Trade Commission 
issued against the Prendergast- 
Davies Company of New York. The 
FTC charged that the distributor’s 
labels gave the impression that the 
contents of the bottle were Scotch 
whisky. Instead, it alleged, the 
whisky was made in England. The 
respondent company discontinued all 
sales of the Sandy McNab product in 
February, 1937, the FTC added 
parenthetically in the last line of its 
order. 


Rayonier Expands 

For the first time in nine years, 
Rayonier, Inc., Seattle woodpulp and 
paper manufacturer, is breaking over 
from its usual direct mail policy and 
has authorized a campaign in high- 
way publications and business jour- 
nals. The campaign will push its pulp 
by-product, “Raylig,” used for stabi- 
lizing roadways and dust control. 
Kirby Torrance Advertising Agency 
is in charge. 


reader absorbs the business news of the day. 


*** This full, fair and impartial reporting, checked in 
a random day’s issue, covers the business facts of life 
in some 35 advertising actuals and potentials, includ- 


ing airplanes, shoes, foods, building materials, motors 


and cigarettes. 


*** Such editorial authority gets the attentive eye of 
the many major agency and advertiser executives 
among Wall Street Journal readers. Experience shows 


they heed its advertising space — appreciate the wis- 


dom and judgment of those who use it. 


APPLY WINDOW 
DISPLAY STUDY 
FACTS IN FIELD 


Wertz, Paver Comment on 
First Results in Work} 


By IRWIN ROBINSON 

New York, March 9.—Practical 
application of the coverage formula 
laid down by the National Window 
Display Research, to every city in 
the United States with a population 
over 50,000, has been undertaken 
by Window Advertising, Inc., it was 
revealed here by F. L. Wertz, presi- 
dent of the company. Fifty of the 
191 cities have already been charted, 
district by district, street by street 
and store by store, and the complex 
task will probably be finished by 
early summer. 

In projecting the research group’s 
findings to communities representing 
more than one-third of the nation’s 
entire population, the sponsor of the 
latest project is following the path 
believed essential by merchandising 
experts if the full import of the re- 
search report is to be realized. Since 
the report was issued last December, 
observers have emphasizd the need 
for looking upon the findings as a 
start, rather than as a finality, inas- 
much as the survey was confined to 
a “laboratory” of 19 cities varying in 
size from 15,000 to 300,000. 


Sees Broad Potential 


Mr. Wertz reviewed the _ signifi- 
cance of the research report’s basic 
pattern and hinted at its future po- 
tentialities in an address before the 
International Display Executives As- 
sociation. “It is easily evident,’ he 
said, “that if we are to secure defi- 
nite market coverage and verified 
circulation figures, as outlined in the 
window display research report, then 
we must practically revolutionize the 
basis of placing window displays. In 
my own company we have been un- 
able to see any way to accomplish 
the desired results except by map- 
ping each city and we are now en- 
gaged in the expensive and difficult 
job of mapping the 191 cities of the 
United States of over 50,000 popula- 
tion.” 

Local market peculiarities of great 
importance to sales executives, as 
well as advertising and merchandis- 
ing men, will be reflected in the 
minutely detailed charts of each city, 
Mr. Wertz indicated. For example, 
in the breakdown of Fort Wayne, it 
was shown that the city, has a cen- 
tral business district but no second- 
ary business district, a condition, Mr. 
Wertz explained, which will probably 
be found in all but the largest cities. 
In addition to the business districts 
and spottings of “display districts’— 
clusters of five or more retail stores 
—the maps will also indicate above 
average, average and below average 
residential sections based on rentals 
and property values. 


Find Local Oddity 


In Oklahoma City a local oddity 
was discovered in that 30 per cent 
of all drug stores are located out- 
side neighborhood district trading 
areas. Special care is consequently 
being taken to chart all possible dis- 
play spots in residential districts, 
rather than limiting efforts simply to 
business areas. 

“It is clearly evident,’ Mr. Wertz 
observed, “that you cannot cover a 
market by putting in a few displays 
in the central business district, any 
more than you can cover New York 
by putting a spectacular in Times 
Square. It is just as clearly evident 
that by properly dividing your dis- 
play quota for a city between the 
various business districts—central, 
secondary and neighborhood—you 
can cover your entire market, the 
intensity depending entirely upon 
the number of displays you use.” 

The fallacy of a national adver- 
tiser attempting to allocate displays 
on the basis of salesmen’s knowledge 


FORM NEW AGENCY 


Galen Snow (left) is new president of 


Galen Snow, Inc., Springfield, Mass., 
and Albert Orme is treasurer. Both for- 
merly were with Wm. B. Remington, Inc. 


of their territories and supposed rec- 
ognition of desirable spots in each 
locality was shown by Mr. Wertz in 
a recent incident he experienced. A 
salesman for one of the largest ad- 
vertisers in the country, whose prod- 
ucts are sold in practically every 
drug store, was asked to submit a 
list of stores in certain sections of 
Chicago in which he would like to 
have displays installed for his prod- 
ucts. This salesman’s territory in- 
cluded 63rd and Halsted Streets, one 
of the best secondary business dis- 
tricts in the city. His list of stores, 
however, did not include a location 
anywhere near 63rd and Halsted, al- 
though this was the highest circula- 
tion point and the most important 
business district in his territory. 


Is No Exception 


“This is not an exceptional in- 
stance,’ Mr. Wertz said, “Markets 
are too vast and the number of 
stores too large for any individual 
to be able to do this job without a 
definite pattern for guidance.” 

In citing a number of practical ap- 
plications for the window display 
report, Mr. Wertz called attention 
to the coverage possibilities in all 
cities in the country with a popula- 
tion of 10,000 or over. There are 982 
of these, he said, containing a resi- 
dent population of 52,000,000 and a 
trading area population of some 20 
to 30,000,000 more, representing a 
total trading population of about 
90,000,000. 

“According to the formula set up 
in the window display research,” he 
said, ‘35,000 displays will give a 
maximum coverage of what is called 
third intensity, which will develop a 
circulation of approximately 415,000,- 
000 a week. In other words, window 
displays in these cities cover a total 
buying population of about three- 
quarters of the population of the 
Oe he 

These figures represent only the 
“billboard” value of window display, 
he explained, with only “near-side”’ 
traffic considered and no estimation 
of additional value represented by 
automobile, far-side-of-street, trolley 
car or bus traffic. 

In answer to a question whether it 
would be “fair to establish a window 
display budget based on comparisons 
of per thousand circulation in news- 
papers,” John M. Paver, who directed 
the research field work, expressed 
the opinion that such _ procedure 
would not be advisable. 


STEER 


Higher prices at livestock 
sales in Macon area; pro- 
duction increasing stead- 
ily. This is no bum steer 
—for quick, definite sales 
response in this impor- 
tant, inviting market, ad- 
vertise now in the domi- 
nant, influential 


MACON 


GEORGIA 


TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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ADVERTISING AGE 


Twenry-FIVE MILLION motor cars serve and 
please the American people. 

Radio sets afford information and entertainment 
to nearly twenty-six million American families. 

Twelve million people, on the average, spend 
some part of their day or night in motion picture 
theatres. 

Bridge is a universal pastime. Golf courses dot 
the landscape. Sports have become a major interest. 

So there are some observers who say, ‘‘Nobody 
reads any more.” 

Let’s look into that observation... 

** * * 

Five YEARS AGO, almost at the bottom of the 
depression, Hervey Allen’s Anthony Adverse made 
its appearance, a 1200 page volume selling at $3.00 
a copy, and to date has sold more than 1,500,000 
copies in several languages. 

Margaret Mitchell’s Gone With The Wind, an- 
other historical novel of 1037 pages, also selling 
at $3.00 was issued in 1936, and to date has sold 
more than 1,420,000 copies—the largest sale in 
the shortest time for any work published in the 
English tongue. 

Last year, Dale Carnegie’s How To Win Friends 
And Influence People ran past 770,000 copies, a 
new high in non-fiction sales. 

And all the best sellers sell better than best 
sellers of a few years back. 

Somebody must still read in this country? 

* * * 

Tue circuLations of daily newspapers in 1937 
exceeded 1922 circulations by 11,600,000 copies. 

In 1937, sixty-nine national magazines which 
were being published in 1920, showed a total cir- 
culation increase of 18,000,000 copies per issue 
—an average increase of more than a million 
copies per year! 

And, in addition, since 1920 we have seen the 
birth of Time, Fortune, Liberty, Esquire; the rise of 


THE 


Publishers of: 


the Reader’s Digest, the Macfadden, Fawcett and 
Dell groups. Little more than a year old are the 
new pictorial publications Life and Look. Some 
sixty pocket size magazines make gay the news- 
stands. And the “pulps” —devoted to crime, ad- 
venture, Western stories, and carrying no adver- 
tising—have bloomed to a total of 10,000,000 
circulation, as against a 4,000,000 circulation 
total ten years back. The largest of the weeklies 
now prints more than 3,000,000 copies a week; 
and there are nine other periodicals with circula- 
tions above the two-million mark. 

So somebody still reads! 

With the five day week, the shorter working 
day, more labor-saving devices, more leisure, al- 
most every body in this country reads more today 
than they did a decade ago—despite automobiles, 
radios, movies, bridge, golf and the Repeal of 
Prohibition! 


THis vAsT sPREAD of the reading habit has a 
direct bearing c magazine advertising. 

Obviously, if the American people were getting 
out of the habit of reading, the magazine would 
not be the important advertising medium it once 
was. 

And just as obviously, with the American public 
reading more—with magazine circulations and 
acceptance at an all time high—the magazine is 
a more important medium than it ever was. 

Magazines, with increased markets, increased 
attraction, increased influence—do a better job 
today for the advertiser than ever before. Com- 
mon sense, as well as circulation figures, prove 
that the magazine is still the primary buy for the 
prudent advertiser! 

Review magazines in the light of their status 


today. Then review your advertising expendi- 
tures! Check? 


CROWELL PUBLISHING COMPANY 


COLLIER’S - WOMAN’S HOME COMPANION - THE AMERICAN MAGAZINE - THE COUNTRY HOME MAGAZINE 
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Agencies in | 
Dire Straits, 
Gamble Avers 


New York, March 10.—How to 
operate profitably in the face of in- 
creasing tax burdens and serious 
competitive conditions is the most 
pressing problem currently facing 
agencies, Frederic R. Gamble, secre- 
tary of the American Association of 
Advertising Agencies, told the Asso- 
ciation of Advertising Men tonight. 

Asserting that agency profits were 
never large, Mr. Gamble said that 
during the past few years they have 
been “small indeed” and in 1936, the 
last complete year for which figures 
are available, the “median rate of 
net profit for agencies reporting to 
the 4A’s was 4.3 per cent of gross 
income or less than three-quarters of 
one per cent of gross billings.” 

Agencies have a “fixed ceiling of 
income—-the standard 15 per cent 
commission,” he pointed out, and a 
fixed outgo of nearly 70 per cent of 
gross income goes for payrolls. This 
year, he said, social security taxes 
will aggregate more than three and a 


COMBINATION 
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Thomas Leeming & Co., New York, and 

Bauer & Black, Chicago, join forces to 

present this combination display, pro- 
duced by Zipprodt, Inc., Chicago. 


gross income, or more than half 
average profits reported in 1936. 
Four courses remain open to agen- 
cies to increase profits, he declared: 
simply taking less profit, a procedure 
he termed “not a real solution”; giv- 


| creased service on the part of agen- 
cies; getting more production from 
present personnel—‘impossible in 
most cases”; or getting more income 
through fees and some “increase in 
minor charges such as placing busi- 
ness in non-commissionable media 
and purchase of materials and serv- 
ices.” The latter, he declared, ap- 
pears to be the path agencies must 
follow. 

Other problems discussed by Mr. 
Gamble included “publishers’ break- 
down of recognition,” by which, he 
declared, “weak so-called agencies, 
not able to do a good job” have been 
accorded treatment on the same 
basis as “recognized” agencies; leg- 
islation that “hamstrings” advertis- 
ing, as an example of which he cited 
the Lea bill; and anti-advertising 
propaganda. He expressed the hope 
that the survey now being conducted 
by Harvard Business School under 
the sponsorship of the Advertising 
Research Foundation would uncover 
significant and accurate facts about 
the effect of advertising on produc- 
tion, distribution and employment 
that will afford ammunition against 
attacks. 


To Stewart-Jordan 


285 Madison Ave. New York 


: E Samuel Vance, Jr., has joined 
half per cent of payroll, thus taking | ing less service—a move he described | gteward-Jordan Company, Philadel- 
about two and a half per cent of|as contrary to the trend toward in-|phia, as account executive. 
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IN THE 
PORTLAND 
MARKET! 


The Oregonian is sitting 


the top seat in the wealthy 
Portland market. Here are the 
facts on our predominating 


leadership in this market: 


circulation we lead the second 
paper by 30,727 Sunday and 


on 


in 


6,155 daily. We have the low- 


est cost per thousand readers, 
a balanced coverage (circula- 
tion that parallels the spend- 
ing of the retail sales dollar), 
greatest family appeal, and 
longest daily reader life. Add 
these together and you have a 
definite leadership of the Port- 


land market. 


UPSTATE 57.2% 


UPSTATE 60.3% 


RETAIL SALES IN *OREGON 


*Southwestern counties of Washington are part of the Oregon market. 


* CIRCULATION x 
that parallels BUYING POWER 


OREGONIAN DAILY CIRCULATION 


PORTLAND 42.8% 


PORTLAND 39.7% 


The OREGONIAN 


PORTLAND, OREGON 


National Representatives: VERREE & CONKLIN 


333 N. Michigan Ave. Chicago 


321 Lafayette Blvd. Detroit 


5 Third St.San Francisco 


Color Representatives: ASSOCIATED WEEKLY, Inc., New York, Chicago, Los Angeles, San Francisco 


GENERAL MILLS 
STUDIES CORN 
KIX TEST PULL 


Ponders National Distribution 
of Corn Products 


Minneapolis, March 10.—The 
ranks of nationally distributed 
breakfast foods may soon be wid- 
ened to admit another sturdy en- 
trant in Corn Kix, new General Mills 
product, company executives said 
today as a six-month test drive 
neared completion. 

Although declaring that General 
Mills was ready and willing—if the 
test campaign brought favorable re- 
sults—to launch a drive on the new 
product comparable to that which 
has placed Wheaties in a top spot, 
these officials said that definite 
plans for national distribution were 
yet in abeyance. 

The possibility alone, however, 
served to emphasize several recent 
developments in the field, particu- 
larly the widened share of the mar- 
ket gained by cold cereal producers. 
While definite figures are not avail- 
able, one expert in the field pointed 
out that a continued rise in sales 
of cold cereal products would soon 
give them a dominant position over 
hot cereals even during the winter 
months. 


Newspapers, Radio Used 


General Mills began its test cam- 
paign on Corn Kix in October, 
choosing that period because of its 
belief that only a worthy product 
could make good during the admit- 
tedly adverse winter months. Test 
copy has appeared in newspapers 
of seven markets, Quincy, IIl., Mil- 
waukee, Hartford, Buffalo, Provi- 
dence, Minneapolis-St. Paul and Du- 
luth. A five times a week transcrip- 
tion show, “Those Happy Gilmans,” 
has also been used used in Milwau- 
kee, Hartford and the Twin Cities. 

The technique followed in the 
tests involved setting up one me- 
dium or media combination against 
another, rather than a shift in the 
type of copy used. Accompanying 
the radio and newspaper promotion 
were tests on premium offers, types 
of dealer displays and the like. Re- 
sults on these tests, while highly 
indicative in some cities, have not 
yet been sufficiently correlated to 
form a basis for a broader cam- 
paign, it is said. 

This test recalls the beginning of 
the heavy promotion for Wheaties 
which was started in 1931, although 
Wheaties was not a new product at 
that time. Wheaties, backed by 
successively larger budgets through 
depression and prosperous years, 
has gained corresponding sales in- 
creases, with 1937 considerably 
above 1936, it was reported. 


Price Held Constant 


A “recession” atmosphere also ex- 
isted when the first big drive was 
started on Wheaties, it was pointed 
out. Sales of breakfast cereals have 
stood up well in spite of unsettled 
business conditions, a company 
spokesman said. 

The retail price on Corn Kix has 
been held at the same figure in all 
of the test cities, 14 cents for a 
seven-ounce package, the same as 
that for Wheaties. This price is 
somewhat higher than competitive 
products, with Kellogg’s corn flakes 
selling at approximately nine cents 
for a 15-ounce package in the Chi- 
cago territory, 

Blackett - Sample - Hummert, 
Chicago, is the General 
agency for Corn Kix. 


Inc., 
Mills 


Gets Deauville Post 


Simon <A. Goldsmith, formerly 
sales and advertising manager of 
Max Udell, Sons & Co., New York, 
has joined Deauville Specialty Cor- 
poration, supervising advertising and 
distribution of “Blinkers.” 


Committees for 


4 A's Conclave 
Are Appointed 


New York, March 10.—The makeup 
of special committees to officiate in 
the 21st annual convention of the 
American Association of Advertising 
Agencies, to be held April 20-23 at 
The Greenbrier, White Sulphur 
Springs, W. Va., were announced 
today as follows: 

Convention program: Chairman, 
Mark O’Dea, O’Dea, Sheldon & Cana- 
day, New York; R. M. Alderman, 
McCann-Erickson, Cleveland; D. M. 
Botsford, Botsford, Constantine & 
Gardner, Portland, Ore.; F. R. 
Feland, Batten, Barton, Durstine & 
Osborn, New York; B. B. Geyer, 
Geyer, Cornell & Newell, New York; 
Homer Havermale, McCann-Erick- 
son, Chicago; Atherton W. Hobler, 
Benton & Bowles, New York; Ed- 
ward Lasker, Lord & Thomas, New 
York; Maurice H. Needham, Need- 
ham, Louis & Brorby, Chicago; W. 
G. Palmer, J. Walter Thompson Com- 
pany, New York; William B. Rem- 
ington, Wm. B. Remington, Inc., 
Springfield, Mass; V. O. Schwab, 
Schwab & Beatty, New York; A.W. 
Seiler, The Cramer-Krasselt Com- 
pany, Milwaukee; Donald G. Shaw, 
McCann-Erickson, New York; L. L. 
Shenfield, Pedlar & Ryan, New York; 


Guy C. Smith, Brooke, Smith & 
French, Detroit; Rowe Stewart, 
Stewart-Jordan Company, Philadel- 


phia; Enno D. Winius, Anfenger Ad- 
vertising Agency, St. Louis. 
Committee on sports: H. B. Le- 
Quatte, H. B. LeQuatte, Inc., New 
York, chairman; committee on din- 
ner entertainment, Edward J. Owens, 
Arthur Kudner, Inc., New York, 
chairman; committee on ladies’ en- 
tertainment; Mrs. Edward J. Owens. 


Oregon to Launch 
$100,000 Campaign 

The state of Oregon will shortly 
launch its 1938 campaign on a $100,- 
000 budget, $75,000 of which will be 
spent in newspapers and magazines, 
with the balance devoted to booklets 
and other direct mail copy. The drive 
will present Oregon as a completely 
“air conditioned” state. 

The schedule includes American, 
Collier’s, Field & Stream, Hunting & 
Fishing, National Geographic, Out- 
door Life, Sports Afield, Sunset, The 
Saturday Evening Post and Time. 
Botsford, Constantine & Gardner is 
the agency in charge. 


Neary in New Post 


James E. Neary, Jr., has been 
appointed Eastern representative of 
the Hotel Monthly in New York. His 
territory covers New York, New Jer- 
sey, New England and Eastern Penn- 
sylvania. 


Shore Dinner Premium 


Hackney’s Seafood restaurants at 
Atlantic City and Miami, recently in- 
augurating sale in cans of Hackney’s 
clam chowder, are offering a free 
shore dinner as a premium award in 
return for six can labels. 


Complete Broadcast: 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK HOLLYWOOD 
521 Fifth Ave. 5833 Fernwood 
MUrray Hill Avenue 
6-2370 HOllywood 5315 

CHICAGO 


333 N. Michigan Ave. 
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PEOPLE /; 
: OUTDOOR ADVERTISING! 


en 
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The clean, colorful, quick-selling messages of America’s outdoor 


of advertisers are as pleasantly rememberable as a lovely 
lady's birthday. People see, remember, respond—and the 


advertiser gets “many happy returns.” Prove this to your own 


complete satisfaction by scheduling outdoor advertising— now! 


| _ OUTDOOR gy...5 


ADVERTISIN 
INCORPORATE 


60 EAST 42ND ST.,NEW YORK 
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ADVERTISING AGE 


March 14, 1938 


Drive to Push 
Rubber-Bladed 


Electric Fans 


Rochester, N. Y., March 10.—Re- 
porting that motorists have extended 
an enthusiastic reception to electric 
fans equipped with rubber blades, 
Samson-United Corporation will seek 
a favorable verdict from the general 
public during the coming summer. A 
complete line of fans embodying the 
new construction principle will be 
the subject of a heavy magazine cam- 
paign during hot weather months. 
Meanwhile, distribution is being wid- 
ened with a heavy business paper 
schedule, which also makes a bid for 
foreign sales through export papers. 

This will be the third year of rub- 
ber blades for Samson-United Corpo- 
ration. A test model was introduced 
in 1936 and it excited so much com- 
ment, in addition to heavy volume, 
Samson officials said, that the fol- 
lowing year witnessed the debut of 
three models, including an Autofan. 
The last named has practically elim- 
inated the metal-blade fan from the 
automotive market, according to the 
company. 

Higher efficiency and reduction of 
noise are chief assets of the rubber’ 


conventions, 


blade, the company said. The former | 
is accomplished largely through elim- 
ination of the conventional guard, 
since the rubber blades are a guaran- 
tee against injury. This point has 
been extensively publicized at trade 
Samson-United employ- 
ing a pretty girl to insert her hand 
into the revolving blades occasion- 
ally, while the shocked customers 
look on in alarm. The pretty miss 
sustains a few taps from the blades, 
but. withdraws her hand from the fan 
intact. The rubber blades make vir- 
tually no noise, or, as the company 
says, “can be drowned out by a hum- 
ming bird’s whisper.” 

The 1938 line includes 24 models, 
ranging from a small six-inch model, 
which can be used anywhere, to a 
24-inch air-cooler. 

Richard E. Weiss, advertising man- 
ager, said the summer schedule will 
be the largest in the history of the 
fan industry, embracing Business 
Week, Collier’s, Good Housekeeping, 
The Saturday Evening Post, This 
Week, Time and Woman’s Home Com- 
panion. Gray Advertising Agency, 
New York, is in charge. 


New Seaboard Film 


Seaboard Air Line Railway, New 
York, has released a three-reel film 
showing the beauty spots of Florida, 
which is available to interested or- 


ganizations. 


PRESENT ONLY 


INTERLUDE IN 
FORWARD MARCH 


Advertising Man Optimistic in 
New Book 


New York, March 10.—Not only re- 
citing the achievements of America 
under the auspices of free competi- 
tion, but ending on a note of triumph 
which is exemplified in the title, “The 
Next Century Is America’s,” has just 
been published here. The authors 
are Carroll Dean Murphy, vice- 
president of Hays MacFarland & 
Co., Chicago agency, and H. V. Proch- 
now, banker and economist. 

The Brookings Institution is 
quoted for the answer to the theory 
that mechanization of industry is re- 
sponsible for current troubles. 

“The more goods men produce, the 
more wealth there is, and the higher 
the standard of living,’ says the book 
along this line. “Any individual has 


A good idea well con- 
ceived is best served 
by a good poster well 
reproduced. 


ee CONTINENTAL | 
LITHO. 


INDUSTRIAL MARKETERS PLAN CONCLAVE 


Sie 
giv 
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rey 


Members of the National Industrial Advertisers Association general conference 
committee gather to lay plans for the 1938 conference. 
are: Paul Teas, Paul Teas, Inc.; Joe Beltz, Thew Shovel Company; Dick Carr, 
Meldrum & Fewsmith, Inc.; H. E. Van Petten, B. F. Goodrich Company; Stanley 
A. Knisely, Republic Steel Company. Standing: Ed Bossart, Bailey Motor Com- 
pany; Gordon Armstrong, McGraw-Hill Publishing Company; Harry E. Melville, 
Simmons-Boardman Publishing Company; Allen Billingsley, Fuller & Smith & 
Ross, Inc.; George H. Corey, Cleveland Twist Drill Company, and Ralph Leaven- 

worth, Fuller & Smith & Ross, 


Left to right, seated, 


Inc. 


merely to survey his own unsatisfied 
wants—for a new home, rugs, radio 
sets, electrical appliances, furniture, 
clothing, education, travel, automo- 
biles, books, magazines, recreation— 
to prove the fallacy of the basic phil- 
osophy of technocracy.” 

This theory is also scouted in a 
quotation from Senator Borah: 

“The first real technocrat was the 
cave man who became disturbed be- 
cause he saw his neighbor using a 
crooked stick as a plow. Naturally, 
he thought it would put hundreds of 
men out of work.” 

Much has been said about the 
American standard of living, but 
facts to prove that such a standard 
exists and is far higher than that of 
other countries have been neglected. 
“The Next Century Is America’s” de- 
votes considerable space to compari- 
sons of this kind, reciting, for in- 
stance, that the United States has 
250,000 miles of railroads, far more 
than any other nation; 28,000,000 
motor vehicles of the 40,000,000 in 
use throughout the world; one tele- 
phone to every seven persons, com- 
pared with one for every 35 in four 
other leading nations; one-third of 
the world’s surfaced highways; 14,- 
000,000 home owners, more than any 
| other nation; 3,500,000 farmers who 
;own the land they till; 11,000,000 
| stockholders in corporations, and so 
on down the list. 


Book Draws Comparison 


| The book draws a comparison be- 
| tween the lot of the average man to- 
day, when he is free to shout his 
troubles from the housetops, and a 
few centuries ago, when even a whis- 
per might cause his incarceration or 
/death. It tells of the millions poured 
out of the cornucopia of industry in 
behalf of the poor and ill through 
foundations and other agencies of 
mercy. But the last chapter is the 
most illuminating and hopeful. 

“The most zealous political or 
union leader,” it asserts, “is no more 
eager to see every worker steadily 
and well paid than is every enlight- 
ened executive, who has on his desk 
a chart of the buying groups which 
make up his market. 

“In the next 25 years that will be 
the great frontier for business men, 
sales managers and _ advertising 
agents—to build up every man’s 
steady buying power. But it must be 
built up—not jacked up nor marked 
up.” 

Competition is not only the life of 
trade, but the balance wheel of busi- 
ness, according to a discussion of the 
effect of prices on volume. 

“The gravity that holds and spins 
business in its orbit is a balanced 
vrice relationship,” asserts this chap- 
ter. “Competitive prices, according 
to Benjamin M. Anderson, are the 
governor on the business machine. 
And when any group steps in-to set 
a ‘just price’ on one commodity— 
however moral that price may be, if 
it is not the competitive price at 
which the public generally values 
that commodity, the balance is de- 
stroyed. 

“The facts which lie behind the 
prices may be bad facts, but we do 


not help the situation by disguising 
them. Right prices, from this func- 
tional point of view, are prices that 
move goods, right wages are wages 
that give full employment to labor, 
right interest rates are rates which 
equate the supply and demand for 
capital, keeping a proper balance be- 
tween savings and consumptions.” 


Analyzes New Developments 


The volume ends with an analysis 
of new developments which, if al- 
lowed to proceed, will take up the 
unemployment slack and give every 
worker a job at wages high enough 
to enable him to enjoy most of the 
comforts of life. The list includes 
not only recent inventions, such as 
air conditioning, but many others 
just emerging from the experimental 
stage. 


Once upon a time WHK and WCLE 
in Cleveland, like most stations, relied 
heavily on phonograph records, unin- 
teresting talks and amateur talent for 
daily programs. But that was years 
ago. 


Today no radio station can best 
serve the interest, convenience and 
necessity of listeners by the “paste 
pot and shears” method of program 
building. WHK-WCLE have a definite 
obligation to the half million radio 
families in the country’s fifth largest 
market. Station officials believe that 
obligation can be best fulfilled by 
airing the best programs money ca” 
buy. 


Impartial surveys show a gratifying 
percentage of these half million fam- 
ilies listen regularly to WHK and 
WCLE. And because of this high 
listener interest, time buyers find 
WHK-WCLE profitable stations to us¢ 
in Cleveland. 


WHK(=WCLE 


“ty E uw 
H. K. Carpenter. Vice Pres. and Ges. Me 
FREE & PETERS, Inc. - Nationa 


Representatives, 


New York - Chicago - Detroi! 
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- YOU THINK YOU ARE 7 
SONG TO DINTY'S? YOU WHADDA YA MEAS 
LAZY LOAFER- Se ae "MA BAR PAM : 
GOING TO THE HOSPITAL EVERY WEEK | AM ; 
MILLIONS MORE 
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, Jiggs and the All-Star Cast play to the greatest A ‘rm oe 

_ | ete é : : Ci Se a 4 0 Pe > z: 

J reader audience tn the world—nearly 20 million e | ao. a 
i men, women and children every week o ws ox | 

i Across America in the best retail markets, Puck-The Comic Weekly gives advertisers whole- — 
family coverage of every fifth family... the greatest reader-audience in the world. : ; 
* Each week in nearly 6 million homes it is eagerly read by 4,688,000 housewives and 1,680,000 , 
other female adults; 4,524,000 husbands and 1,830,000 other male adults; 3,660,000 male juveniles 

‘ (under 18 years of age) and 3,240,000 female juveniles. (Authority: Daniel Starch Survey.) 

a % The All-Star Cast wins the attention of twice as many adults as juveniles . . . delivers an 

» & audience of 12,702,000 adults and a circulation bonus of 6,900,000 juveniles! 

for 

om * Advertising readership of Puck-The Comic Weekly tops all accepted standards because 

- it is usually read from beginning to end. Every advertisement enjoys preferred position next to saa 

_ a favorite member of the All-Star Cast. . 

ite > ¢ Puck-The Comic Weekly has one edito- 

oa rial policy... one cast of characters...one 

make-up...one printing standard from coast 

an to coast. The number of advertisements per 
issue is limited, assuring each advertiser utes «ait 


spotlight visibility. 


Complete information is available on how the All-Star CoO MIC WEEKLY 


Cast has captured America’s Buying Majority who deter- 
mine what American retailers stock and sell. Please phone OF THE HEARST SUNDAY NEWSPAPERS 
COlumbus 5-2642, New York, or Superior 6820, Chicago. Palmolive Building, Chicoge 


959 Eighth Avenue, New York 
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Retailers Versus Consumers? 


Much of the national legislation 
affecting distribution which has 
been proposed and enacted during 
the past few years has been inspired 
by a desire to protect the independ- 
ent retail merchant. The objective 
is good, provided no unfairness to 
other groups is involved, but it has 
the fatal weakness of being in ef- 
fect class legislation, thereby invit- 
ing reprisals from those whose in- 
terests lie in other directions. 

This is to say that when laws are 
proposed to benefit retailers, by en- 
abling them to make a longer profit 
on the goods they sell, the legisla- 
tion almost inevitably arouses the 
opposition of those who buy. And 
consumers at present are better or- 
ganized and more articulate than 
ever before. In the future they 
promise to be as strong or stronger, 
from the standpoint of controlling 
votes and affecting political policies, 
than retailers. 

A member of the United States 
Senate was asked about a vote he 
cast to override a presidential veto 
of a law designed to benefit farm- 


ers. In explaining his ballot, he re- 
marked, “Down my way there are 
more farmers’ than _ presidents.” 


And if he were asked about support- 
ing laws intended to benefit retail- 
ers at the expense of consumers, he 
might well add, “Down my way 


there are more consumers than re- 
tailers.” 

Actually, the enactment of laws 
suggested by retail groups proves 
their political power, through organ- 
ization, but it may lead to a situa- 
tion in which business regulation 
will be decided not on the economic 
facts involved, but from the stand- 
point of who controls the most 
votes. And retail merchants might 
well ponder the fact that when con- 
sumers are really organized, their 
power will be in exact proportion 
to their votes; and consumers can 
always outvote retailers. 

Some of the legislation which is 
being promoted at Washington and 
in state legislatures is intended to 
penalize chain stores, and thus give 
the independent merchants a break. 
But if the consumer feels that chain 
store distribution represents econ- 
omies which are worth while, and 
which the public should not be de- 
prived of, the expression of that 
feeling may not only defeat the leg- 
islation, but prove costly to mer- 
chants whose chief asset the 
good-will of the public. 

Retailers who sponsor class legis- 
lation should be sure that their in- 
terests are identical with and not in 
opposition to those of the consumer. 
In the end the public is bound to 
win. 


is 


Why Not Tell Them? 


Johns-Manville is carrying out the 
program of employe and public re- 
lations work described so impres- 
sively by its president, Lewis H. 
Brown, at the ANA convention last 
fall. Some of these activities were 
reported in ADVERTISING AGE recently, 
and the latest addition to the pro- 
gram is the “annual report to work- 
ers,” which parallels the annual 
report to stockholders, interpreting 
figures on sales and earnings in 
terms of employment and the invest- 
ment supporting it. 

This is the modern 
building good-will for business by 
explaining it fully and understand- 
ably to those most directly con- 
cerned—workers, stockholders and 
the public, including especially the 
communities in which the manufac- 
turing plants are located. 


viewpoint on 


Why not carry the plan a step fur- 
ther and be equally frank with con- 
sumers? For example, the head of 
a big food company 
worrying over a 


was recently 
letter received 
from a housewife who said she had 
heard about the big sums spent for 
radio talent, and therefore would no 
longer buy the company’s product. 

“If she knew how little” that 
radio expenditure means per unit of 
product,” said the executive, 
“she’d change her opinion about its 
part in our cost figures.” 


our 


Unfortunately, the company’s pol- 
icy does not permit giving out these 
figures, for fear they may be too 
but, after 
all, the job of advertising is to build 
understanding and good-will among 


customers rather than competitors. 


revealing to competitors; 


ADVERTISING AVOCATION ON THE JOB 


~The Rotarian 


“Says that he makes more out of the ads than he does running the thing!" 


Ad-libbing 


No Wonder It Broke 


The most amusing story we have 
heard anent the new Kellogg cam- 
paign, in which the necessity for heat 
in winter-time cereals is discounted, 
is told by the advertising manager of 
a newspaper in a smaller city. 

The Kellogg salesman was in our 
office recently, requesting tie-ups for 
the premium glassware ad to be in- 
serted [says the newspaper ad man- 
ager]. “T don’t know whether as a 
reputedly truthful advertising solici- 
tor I can conscientiously recommend 
these tie-ups to the grocers,” he was 
told. 

“What do you mean?” 
man indignantly asked. 

“The glass in those cereal bowls in 
your previous deals was such poor 
quality,” I answered. 

“How far did you drop them?” he 
queried. 

“T didn’t drop them,” I said. “Just 
put some hot cereal in one of those 
bowls, pour some cold milk over it 
and crack! there goes your dish.” 

“You ought to know better than to 
put hot cereal in a Kellogg bowl,” 
was the retort. “How many hot cer- 
eal schedules are you carrying?” 

The answer was none, and he got 
the tie-ins. 


the sales- 


Spreading Calendar Business 

For the past several years Forbes 
Lithograph Mfg. Company has sup- 
plied its friends and customers with 
a calendar which runs from March 
to February, and which is mailed out 
late in February. And Ketchum, 
MacLeod & Grove, Koppers Company 
agency, late last month sent out a 
letter to business paper editors and 
others in which their client’s 1938 
calendar was the subject. 

Supplied well after the calendar 
season is over, the Koppers specimen 
was recommended for its beauty, and 
for the interesting data on the Kop- 
pers Company which it includes, so 
that the calendar can be used “for 
your wall or for your reference files.” 

Lee & Phillips, advertising typog- 
raphers, have maintained one of the 
most elaborate and costly calendars 
of all over a period of several years. 
This consists of a permanent loose- 
leaf back, for which a current sheet 
is supplied each month, thus permit- 
ting the company to make 12 con- 
tacts each year, instead of one. 

Spreading the calendar business 
around a bit seems like a sensible 
idea to us. Almost every business 
office seems to get more than it can 
use at the beginning of the year, but 
if they become tiresome or worn out 


during the course of the twelve- 
month, there usually are no replace- 
ments available. 


Cleaning Up 


The large segment of white space 
which you see in this column looks 
pretty silly as it stands, but you'll 
admit it has shocking power, which 
is even more powerful when you see 
it in the original. For this gob of 
unadulterated white space is in real- 
ity a full page advertisement in the 
Winston-Salem Journal and Sentinel, 


ee oe 


and the streak at the bottom says, 
“This page cleaned by Camel City 
Laundry and Dry Cleaners. Phone 
6196.” 

There was a mild rage of this sort 
of things a few years back, but this 
is the first advertisement of its type 
which we have seen for some time. 


Jottings 

Life is getting tougher for the laxa- 
tive boys. Now Sunkist is back again 
with its invitation to use lemon with 
soda first thing every morning, “in- 
stead of harsh laxatives.” .. 

All those awards to radio pro- 
grams and to individual performers 
and announcers, which are presenteu 
over the air, got a ribbing from Jack 
Haley and his Log Cabin syrup 
crowd the other night, when a rep- 
resentative of 15,000 employes of one 
company told Jack he had been voted 
the best comedian on the air. ‘What 
company?” Jack queried. “Log Cabin 


syrup company, you sap,” was the 
answer. 

While we're wondering about 
things, it’s remarkable how many 


doctors still wear beards—at least in 
the ads. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1313. How 60 of the Biggest Ad- 
vertisers Bought Space in St, 
Louis During 1937. 


For 28 years the St. Louis Post. 
Dispatch has issued an analysis 
showing how 50 or more of the larg- 
est advertisers in various classifica- 
tions bought space in all St. Louis 
newspapers. This new study offers 
a breakdown of advertising linage 
by classification, and by individual 
advertiser, in St. Louis dailies during 
1937. 


No. 1314. Applying the Vaporin 


Process in Web-Press Printing. 

The Selas Company, Philadelphia, 
has issued this new 12-page booklet 
which describes the Vaporin process 
of quick-drying printing in terms of 
the engineering and equipment re- 
quirements of this method. The book- 
let outlines the background work 
which preceded the development of 
the present Vaporin-printing equip- 
ment and shows how the process has 
been applied to publication printing, 
bag and container production and 
general commercial printing. 


No. 1315. Sharp Pencilites. 


In this brochure dedicated to 
sharp pencil-using buyers of adver- 
tising, Metropolitan Sunday News- 
papers sharpens its own pencil for 
an analysis of its circulation, tabula- 
ting market data for the territory of 
the papers in the group, and giving 
the historical background of each 
paper. Maps give a graphic picture 
of the 20-state Metropolitan area, 
where 60 per cent of all U. S. fami- 
lies live, and 65 per cent of all retail 
sales are made. 


No. 1304. 
terday. 
In this colorful booklet, Cosmopoli- 

tan spreads out examples of its edi- 
torial contents, and gives pertinent 
facts about its circulation. The big- 
gest share of Cosmopolitan readers, 
the booklet says, are between the 
ages of 25 and 35, in the age of 
accumulation. 


Greater Today Than Yes- 


No. 1305. KNX, The People’s Choice. 


Issued by radio station KNX, this 
folder tells about the results and the 
survey method used in checking Los 
Angeles stations’ popularity during 
1937. The survey presents the re 
sult of 72,000 telephone interviews 
made during one complete week in 
each month. 


No. 1308. What! Skyscrapers in 
Africa? 

Farthest from the average person's 
idea of ‘darkest Africa,’’ photo 


graphs and figures in this market 
analysis, issued by African Ass0- 
ciated Newspapers, Ltd., offer a pic: 
ture of modern cities with tall build 
ings, movie theaters and prosperous 
homes, with the story of an expand: 
ing market for American goods. 


No. 1307. The Merchandising Policy 
of the Yankee and Colonial Net- 
works. 

The comprehensive merchandisins 
co-operation of the Yankee and Co 
lonial Networks is described in this 
16-page booklet. The ten points i? 
the nets’ sales-help policy are cov 
ered in detail. 


No. 1296. Men Who Make Markets. 

A series of fact-pictures of the 
chemical process industries is ¢o™ 
tained in this brochure, issued 
Chemical & Metallurgical Engineer 
ing, reviewing its 1937 advertising 
campaign. The stories on ceramics 
petroleum, chemicals, rayon 


other major products, written > 
well-known chemical engineers, 8b°¥ 
the influence of these men in the 
chase of equipment and supplies. 


pur 
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Time’s ripe for more barn-raisings 


i 
e 


Barn-raising Tuesday at Henry Drake’s place brought did for barn-raisings. Organize your neighborhoods & 
neighbors from miles around. The men-folks pitched into community units. Apply as communities for 2 
in with the building —their wives spread the good, your loans. Do your building as a community enter- 
hearty food. They made a holiday ofit, and they raised prise. Show America something new and needed in 


the barn in no time. Neighbors all working together 


... that’s the way they did things in Grandfather’s day! 


economical home building.” 


Pitkin is a practical farmer. This timely editorial sug- 
Walter B. Pitkin says, in the March Farm Journal, gests a practical, workable solution of an immediate 


that modern farmers ought to take a tip from Grand- 


problem facing farmers. “A swell idea,” says a high Pa 


father. The ink on the new Federal Housing Act was government official. “Pitkin always did talk horse oe 


scarcely dry when Pitkin was asking farmers: “How ios 
sense,” writes a farmer. 


can you farmers get building modernization loans 


under the new F. H. A. Act? Cities and other big The timeliness and sound common sense of Pitkin’s 
well-managed enterprises will ask for large loans, Page in Farm Journal typify the entire magazine — 
and your modest requests may get sidetracked — if make it a motivating force among thinking, practical 
you apply as individuals. But you don’t need to apply farm people, who represent one of the best-informed 
as individuals. Band together, as your grandfathers and most easily accessible markets in America today. 


If you have not read Mr. Pitkin’s editorial in the March Farm Journal, and would like a copy, write us. 


ARM JOURNA 


Washington Square, Philadelphia 


“THE RURAL SIGNIFICANCE OF THE NEWS” 
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Cohen, Goldman Raises 
Budget, Starts Drive 


With an appropriation increased 
over last year’s, Cohen, Goldman & 
Co., New York, has launched a spring 
campaign for Worsted-Tex, Saxon- 


Asks Campaign 
to Tell Virtue 
of Hot Springs 


Weave, Knit-Tex and Tropi-Tex men’s | 


suits. Hirshon-Garfield, Inc. is the 
agency. 

Rotogravure sections of newspapers 
in 15 cities are being used. 


Cameron on Own 


Don Cameron has resigned from 
the advertising staff of the New York 
Herald Tribune, to become president 
of Don Cameron, Ine., advertising 
and sales counselor to newspapers 
and stores. Arthur Bunnell is sec- 
retary and treasurer. Offices are at 
1457 Broadway, New York. 


Form Dairy Committee 


Minnesota Dairy Industry Commit- 
tee has been organized in Minneapo- 
lis to promote the dairy industry of 
the state. Newspapers, radio and 
posters will be used. W. B. Combs, 
University of Minnesota Farm School, 
is president of the committee and 
W. H. Olson, St. Paul, is chairman. 


Nu Enamel Uses Radio 

Neff-Rogow, Inc., New York, has 
been appointed to direct the Eastern 
radio activities of Nu Enamel Corpo- 
ration, Cleveland. 


| Hot Springs, Ark., March 10.—Be- 
|lieving that its stewardship over the 
|}curative waters of Hot Springs has 
|failed in only one respect, S. A. 
| Kemp, president, Hot Springs Cham- 
ber of Commerce, has gone on record 
lin favor of an adequate advertising 
campaign to remedy this error of 
omission. 

In a paid advertisement in the Hot 
Springs New Era, Mr. Kemp made a 
plea for community support for such 
a project. He described the modern 
equipment installed to make the 
waters of maximum benefit to arth- 
ritis and other sufferers, and added: 

“Only in the matter of the lack of 
the American public being fully in- 
formed of the benefits to be derived 
from intelligent use of the hot waters 
have we failed in our stewardship. 

“Our biggest job right now is to 
get the truthful story told. When 
we get that story properly circulated, 
our goal of ‘One Million Visitors a 
Year’ will be realized.” 

Hot Springs boasts 17 bath houses 
| which serve the public under super- 


vision of the superintendent of Hot 
Springs National Park. In addition, 
the United States itself maintains 
one of the finest hospitals in the 
country here to give its fighting men 
the benefit of the curative hot waters. 


Odo-ro-no Uses Signet 


National Association of Dyers and 
Cleaners has granted its Signet of 
Serviceability to Odo-ro-no cream de- 
odorant. Association members will at- 
tach tags to dresses and insert them 
in breast pockets of men’s suits cer- 
tifying approval of Odo-ro-no and 
suggesting its use for fabric protec- 
tion. Advertising in women’s maga- 
zines will present the campaign to 
women throughout the country. 


Sponsors Parent Week 


To link Child Health Day, May 1, 
and Mothers’ Day, May 8, Parents’ 
Magazine will inaugurate Better Par- 
enthood Week as an observance of 
“special interest to all mothers and 
fathers and to all manufacturers and 
merchants selling foods, drugs, cloth- 
ing and other products for children.” 
George J. Hecht, publisher, heads a 
nation-wide sponsoring committee. 


Hawkins to G-E 


J. Harold Hawkins has been named 
consultant to the General Electric 
Home Bureau. He was formerly with 
McCall’s and Ladies’ Home Journal. 


7 ima saa commas ' = 


—not a gigantic sales convention, but 
the numberof retailers who are members 
of the American Legion—readers of 


THE AN 


[ERICAN 


LEGION MAGAZINE 


@ Kach of these 182,964 Legionnaires is a sales manager—owns his 
own business. Because he is sales manager of his own business, he ts 
interested in your product. Because he is a member of the American 
Legion, he is interested in the one magazine edited for his proven 
interests --The American Legion Magazine. 


This definite tie-up between dealer and magazine gives The American 
legion Magazine a definite merchandising value unique in publishing 


experience, 


He know the Legionnaire retailer reads this magazine, and respects it 


as an advertising 
it. We ask you te 


medium. BUT 
» make this simple test... 


you don’t have to take our word for 


Have your salesmen ask their dealer customers if they 
are members of the American Legion and what they 
think of The American Legion Magazine as a merchan- 
dising medium. 


After you tabulate your answers, 7a, don’t walk 
department and tell them The American Legion Magazine isa “buy”’ 


(rate per page pe 
dising value; /w 


subscribers! ) 


Chicago 


307 N. Michigan Avenue 


182,964 DEALERS 


r thousand $1.65) ove 


to your advertising 


because of its great merchan- 


¢—from the consumer's standpoint. (968,062 loyal 


THE AMERICAN 


EKGION 


MAGAZINE 


New York 
9 Rockefeller Plaza 


Detroit 
General Motors Bldg. 


INFLUENCE MILLIONS OF CONSUMERS 


KROGER URGES 


terpreted by 
new attack on 
was launched here this week in news- 


caption asserting that “Kroger Fea- 
tures Well Known Brands at Sensa- 
tional Prices.” 


the advertising of many companies, 


RE! Kroger Features Nationally 
Advertised and Well Known 
STOP HE @ Brands! Sensational Pricess 


COMPARISON OF 
BRANDED GOODS 


Cincinnati, March 10.—What is in- 
many observers as a 
national advertising 


paper copy of Kroger Grocery & Bak- 
ing Company. The advertising at 
first glance appeared to be a tribute 
to nationally advertised brands, the 


Tied to this was a testimonial to 
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as typified by leading radio stars 
whose likenesses were shown. 


The advertisement, however, was 
adorned by the well known Kroger 
guarantee that if its private brand is 
not liked as well or better than the 
nationally advertised product, the 
company will replace it with any 
other brand of the same item, regard- 


ae — rare — a — ee — OS — a — ee ae — a eee ee 
nm Takit Celebrates ious Products Week! 


a) 


\be§ 


Pa 
Ley) ib greartan 
ay <= ~gh +5- —. 
f mass + oo i memes 
ae euees nae 0 teers SE af 
izes a DEL MONTE PEACRES === - a ee 
am = 1% 2 een ee 
fsere, jz more. =~ me ERE oy 
T Sm = WHEATIES = —.. 2 ~ 18 muses, = =a 
cure = < ws FOULDS’ a msees sense | 118 
i a 4~ % iene ce | 
i See iss eel 
Bs 85 0 ree tte es cue totem 0 tars Bt r 
§ cua ~9 STED PEAS ¥Qe | Secs 
1) ee amma rascact vee | Ute Bet Pree ite Se) ratiePeeg” 18 6 | sameowe sent see =f 
} —” ee ee > | Seon: = on ' 
i pt Tie Cee ee 
7 art ae ee ee _™ ! 
! Ane ee oe Oty tee he ue mat * 
suse, ot (Sete SS Sas) etter 2] 
{ Eenee | eee sce | 
| seca jeg OS Seth hey = > eS i 
AW SSeR, SE Gatien 95 286 Prone 2s Whe er ati 
§ Sock no sa ce cena 2 oe eee De 
fuusseers oem Ae. ions SF: 3 apetreit = > Serereee nen . 
cS iS te = te te Te Se 
Se Sale! Be Sure! Oey Pays Tebh Gearamwed Méniai Reasonably @riccat |!) 
CHUCK ROAST = = Wie BLADE au | 
ARM ROAST. == > 1% SIRLOW STEAKS “=~. Be 
ROTTER = MOhe EATMORE OL , 
en ee éy Fahy, 2 Pte | 
PosTERRowmE STEAE ™ \ | Stamens ovsTess 
ky ‘. ra ease CATFISH ne 
ROLED POMEL HOOMLET (4) —_ ~ they 
1 rem soonne ihe . ume oer * 
& tikes Garden! Pays Vahiew vesb Prelts and Vegetables! i 
1 JUICE ORANGES 10 - 29, 
POTATOES 1S = 2% scape) BAMAMAS. “4 Me 
q —% (STmInG BEANS) Wore’ > S$. tag 
CARROTS 2—-% GRAPEFRTT. =~ SNe 
5 YELLOW OmORS W- te) Q~ 1 7c | case ceveny 3 We 
: 2-<% CABBAGE 3~ ihe 


ma we 


<M 
ma VOU tvansTow 
a — we) a — eT — eee — oe TT eT — ge eae Pas — ere, 


less of price. Thus the new cam- 
paign appears to be designed not 
only to create traffic through employ- 
ment of famous names, but to cash 
in on the advertising by the sale of 
Kroger’s own brands. 

Kroger’s new supermarket, Pay’n 
Takit, recently established to com- 
pete with Albers’ supermarkets, has 
also been devoting much attention to 
nationally advertised foods in its 
newspaper copy. A border lists many 
nationally known foods available at 


the new market at economical prices. 


Join Seattle Agency 

Robert S. Nichols, formerly with | 
NBC, San Francisco, has joined! 
Lloyd Spencer Advertising Agency, | 
Seattle, as head of the radio depart- | 
ment. F. O. G. Shindler has joined | 
the same agency as head of the copy | 
and production departments. 


Fierro to Harshe 


A. A. Fierro has joined William R. | 
Harshe, Inc., Chicago, 
gress Hotel publicity. 


to handle Con- 
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bell Ge te 
Brew fowa VVill Celebrate “Orange Week” 


This newspaper copy in the Des Moines 

Register 30 years ago stimulated one of 

today's most successful and consistent 

advertisers, the California Fruit Growers 
Exchange. 


FRUIT EXCHANGE 
REMINISCES ON 
30TH BIRTHDAY 


Los Angeles, March 10.—The Cali- 
fornia Fruit Growers Exchange, one 
of the monuments erected to the 
power of advertising, is doing some 
reminiscing today by virtue of hay- 
ing reached the 30th anniversary of 
its first adventure in the promotion 
field. The first orange and lemon 
advertising appeared in the Des 
Moines Register and Tribune in 1908 
and sales in that state increased 50 
per cent during the summer, while 
the remainder of the country showed 
a gain of only 17 per cent. 

“That suggested,” commented W. 
B. Geissinger, advertising manager 
of the Exchange, “that we had some- 
thing, and subsequent years proved 
that our conjecture was correct.” 

Exploration of the musty files of 
the Des Moines papers revealed the 
interesting fact that the first adver- 
tisement of the Exchange, illustrated 
by J. N. (Ding) Darling, the cartoon- 
ist, ran in three colors, orange, green 
and black. 

“Evidently this proposition of color 
in newspapers isn’t as new as we 
thought,” said Mr. Geissinger. 

Since 1908, the Exchange has in- 
vested $25,000,000 in advertising. 
While this is a substantial sum, it 
represents only 1.12 per cent of the 
delivered value of the fruit. Produc- 
tion has increased 150 per cent in 
spite of continuous competition from 
other sources, and the California 
Fruit Growers Exchange has become 
the world’s leading agricultural mar- 
keting organization. Lord & Thomas 
has been the Exchange’s only agency 


Buys “Tribune” 


Publishers of The Scrantonian, 
Scranton, Pa., have purchased Thé 
Scranton Tribune, and the new daily 
will be known as The Scranton Tri?- 
une, and the Sunday edition, The 
Scrantonian. 


——— 


Miss Chinn to Borden 


Miss Aubyn Chinn, formerly wit! 
National Dairy Council, has joined 
The Borden Company, Chicago, 4 
Midwest director of consumer rel 
tions. 


To Freight Advertisers: 


A BONUS 


To advertisers interested in reaching the mé 
who direct the shipping and receiving, storas® 
and handling of the bulk of the nation’s freight. 
TRAFFIC WORLD offers a 78% circulation 
bonus on its April 30 issue. 

This is the issue which will report the Assoc: 
ated Traffic Clubs Convention—and which Wil 
be distributed to 6,600 traffic club members oe | 
and above the 8,400 regular subscribers who pay 

$10.00 a year for THE TRAFFIC WORLD. The 

regular advertising rates will apply. | 
Closing date for copy 1s Tuesday, April 26. ™ 
reserve space, write or wire 


THE TRAFFIC aie 


“The National Transportation News 
Weekly” 
418 S. Market Street, Chicag° 


Member A.B.C. Member A.B.P: 
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my In the old days there was the story of the new brakeman who kept the 
the brakes on going up a hill so that the train wouldn't roll back. The engine 3 
te barely made it. 
- These days locomotives have “boosters” to give extra push for starting, 
= or fighting a tough grade. Sometimes the booster is the difference between ’ 
» getting there and not. | 7 
as The Times gives advertisers a booster in its merchandising department. 

‘n | This department calls on retail merchants, explains current campaigns a 
- arranges product displays, supplies extra push to make advertising .~ ’ 
a | more effective. 


Consider well The Times when you plan to sell in Los Angeles. Designed 
- to cover the best of the market with minimum waste, it reaches the PRE- 


ils SELECTED PROSPECTS who buy most of the new cars, household goods, 
clothing, food—everything. Recent surveys of customers of a large grocery 


chain and of new car buyers showed 3 to 1 Times preferences. Details 
ned on request. 
The Times merchandising department is all set to boost your product 
= in Los Angeles. Write to it for further information. There is, of course, no 
charge or obligation. 


| LOS ANGELES TIMES 
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Ayer Picks Judges 


for Newspaper Type 

N. W. Ayer & Son, Philadelphia, 
has announced judges for the eighth 
aunual Exhibition of Newspaper Ty- 
pography. The exhibition is open 
to daily English language news- 
papers of March 4, and entries will 
be judged late this month. 

Judges are Charles L. Allen, direc- 
tor of the department of journalism 
at Rutgers University, New Bruns- 
wick, N. J.; Frank B. Kent, vice- 
president and political writer of the 
Baltimore Sun, and Carl] P. Rollins, 
printer to Yale University, New 
Haven, Conn. Last year’s winner of 
the Francis Wayland Ayer Cup was 
the Los Angeles Times. 


Maclean Names Knox 


Hugh Maclean Publications, Toron- 
to, has appointed Knox, Inc., New 
York, to represent Engineering € 
Contract Record; Electrical News & 
Engineering, Electrical Appliances €& 
Supplies, Canada Lumberman, Cana- 
dian Woodworker, Furniture & Fur- 


nishings, Shoe & Leather Journal, 
Radio Trade Builder and Canadian 
Boating. 


One for Metropolitan 

Westchester Hills Corporation, New 
York, real estate, has appointed 
Metropolitan Advertising Company, 
New York, to handle its account. 
Valentine M. Spotto is account exec- 
utive. 


VITAMIN COPY 
RATED HIGH IN 
BEAUTY SALES 


Chicago, March 8&—Vitamin copy 
on beauty preparations has been and 
is likely to continue as a direct and 
potent appeal to the desire for glamor 
inherent in all consumer purchases 
of this type, Mare Gartman, presi- 
dent of the Chicago and Illinois Hair- 
dressers Association, asserted today. 
Mr. Gartman was one of several ex- 
perts who addressed the Midwest 
Beauty Trade Show staged here yes- 
terday under the auspices of the asso- 
ciation. 

Mr. Gartman’s comments _ spot- 
lighted the move of the American 
Medical Association in launching a 
probe of vitamin copy through a 
series of articles to appear in the 
Journal of the American Medical 
Association. This was reported in 
ADVERTISING AGE Feb. 28. 

Opinion among beauty shop opera- 
tors, according to Mr. Gartman, in- 
dicated that vitamin copy is a very 
heady sales stimulant when directed 


SEQUENCE ART IN YALE DISPLAY 


"12 MONIH GUARANTEE 


An effective action story is told in this new Yale tire display, produced by 
Stemar Displays C 


ompany, Chicago. 


at the glamor-minded woman, and 


that its power is increasing. 
Proof Up to Manufacturer 


“Beauty shop operators 
chemical or medical 
pointed out. “They 


are not 
experts,” he 
are forced to 


ay 


f you reaching = 
your English Market 


RADIO TIMES takes your 
message to one out of every 
four English homes... 


oe ownership in England 


indicates good purchasing 


power. Radio Times goes into 
the homes of 3,000,000* radio 
owners— offering quality reader- 
ship with a coverage greater than 
any of the national dailies. 


Published by the British 


Broadcasting Corporation, 
which controls every station in 
Great Britain, only the Radio 
Times is allowed to print in ad- 
vance full details of all National 
and Regional programmes for the 
week. Readers through- 
out the country, there- 
fore, turn to Radio Times 
whenever they “tune in.” 

Who takes the Radio 
Times? Radio ownership 
in England indicates good 
purchasing power. Each 
issue goes to more than 


*Guaranteed average weekly circulation 


Fanfare of trumpets for the 
Lord Mayor’s coachman 
during the ancient cere- 
mony in which he takes 
over his keys of office. 


1,000,000 well-to-do families. 
And an independent survey 
showed that go% of its sub- 
scribers read the Radio Times 
every day in the week, while 65% 
are still reading it 10 days later. 
Thus, one insertion in Radio 
Times is an English national 
campaign for a week. 
° * 8 


If you are selling in England, then 
you should be advertising in the 
Radio Times. Ask your agency for 
full information, or write to: Adver- 
tisement Director, British Broad- 
casting Corporation Publications, 
Broadcasting House, Portland 
Place, W.1, London, England. 


MR. FOX B. CONNOR 
Vice-president of Allcock 
Manufacturing Company, 
states: ‘We are using the 
Radio Times for cosmetic 
and drug products, and 
we have obtained out- 
standingly good returns. 
It is a publication we 
heartily recommend.” 


place the burden of proof regarding 
vitamin efficacy upon the manufac- 
turer’s shoulders. However, it has 
been shown very definitely that, 
other qualities being equal, vitamin- 
imbued products outsell those which 
have no such claim to advance. 
“Beauty shop proprietors are the 
middle-men. They have no desire to 
sell worthless merchandise; but their 
best gauge for any product is in the 
sales it brings and in the consumer 
reaction accompanying those sales.” 
National brands are also gaining 
in favor with shop owners and man- 
agers, Mr. Gartman said, particularly 
for these “burden of proof’’ reasons. 


Is More Responsible 


It is obvious both to the consumer 
and to the shop owners, he added, 
that the national advertiser is likely 
to be far more responsible in his 
claims than someone who may have 
very little to lose. 

Contrary to the opinion of some 
consumer groups, Mr. Gartman held 
that most women believed in adver- 
tising, at least in beauty preparation 
copy. This, he explained, was 
another factor in creating a more 
favorable trade acceptance for the 
nationally advertised brand. 

And as a final word of warning— 
both to blondes and style minded 
advertisers—Mr. Gartman predicted 
without hesitation that red hair was 
going to be the dominant style this 
spring. 


Williamson to Fizdale 


A. R. Williamson, formerly assis- 
tant to the publisher of Minneapolis 
Star, has been named vice-president 
in charge of the Midwest office of 
Tom Fizdale, Inc., Chicago. Blackett- 
Sample-Hummert, Chicago, has ap- 
pointed the Fizdale organization to 
handle publicity on all the General 
Mills radio shows. 


Joins Biow Agency 
Jack Johnstone has joined The 
Biow Company, New York, as direc- 
tor of radio dramatics. He will pre- 
sent “The Thrill of the Week” and 
“Front Page News’ on the Philip 
Morris programs. 


Way to “Simplicity” 
Edward G. Way has resigned from 
the national staff of Scripps-Howard 
newspapers to join the Chicago office 


Williams Named 
Assistant AT &T 
Vice - President 


St. Louis, March 9.—-Douglas Wil. 
liams, for the past nine years adver. 
tising manager 
of the South- 
western Bell 
Telephone Com- 
pany, has been 
appointed assist- 
ant vice - presi- 
dent of Ameri- 
can Telephone & 
Telegraph Com- 
pany, New 
York. He will 
assume his new 
duties in New 
York April 4. 
Associated 
with the South- Douglas Williams 
western com- 
pany for 16 years, Mr. Williams 
was first advertising manager for 
Missouri and Arkansas before becom- 
ing advertising manager. Prior to 
1922, he was as- 
sistant publicity 
director of 
American Red 
Cross and was 
in the publicity 


department of 
the St. Louis 
Chamber of 
Commerce. 


Kennerly 
Woody, now gen- 
eral advertising 
supervisor for 
Southwestern 
Bell, will take 
over Mr. Wil- 
liams’ former 
duties as general advertising man- 
ager in St. Louis. 


Kennerly Woody 


Supplies F vested Fruits 


Stokely Brothers & Co., Indianapo- 
lis, will be the principal supplier of 
frosted fruits and vegetables mar- 
keted under the name “Honor 
Brand,” in an agreement with Honor 
Brand Frosted Foods Corporation. 


Agency for Art Metal 


Art Metal Construction Company, 
Jamestown, N. Y., has appointed The 
Roger Williams Company, Cleveland, 
to handle a business paper and direct 
mail campaign. Nelson E. Amsden 
is account executive. 


Advitagraph in Hollywood 


Jack Gallagher has been appointed 
to handle production in Hollywood, 
Cal., of Advitagraph Corporation, 
Chicago, producer and distributor of 
advertising motion pictures. 


Landon to Compton 


Chauncey Landon has _ joined 
Compton Advertising, Inc., New 
York, as vice-president. He was 
formerly with J. M. Mathes, New 
York. 


Gets Listers Lotion 


Hicks Advertising Agency, New 
York, has been appointed to direct 
advertising of Listers Skin-Cleaning 
lotion and ointment for Lister Bros., 
New York. 


Zlowe Moves Office 


Zlowe Company, Advertising, New 
York, has moved to larger offices at 
527 Fifth avenue. The_ telephone 


ot Simplicity. 


number is Murray Hill 6-1632. 
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Dealer Identification 
Signs Erected 


Nationally 


Consult us when planning to erect point-of- 
purchase identification signs or Highway 
units. Flat rate, no crating, shipping 
warehouse charges. 

Maintenance and erection service only. We 
do not manufacture. 


Write, wire or phone for details. 


(Suburban 2a 
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VAOUNCE MEM 


©/fective March 7, 7938, the 


CHICAGO HERALD AND EXAMINER 
CHICAGO EVENING AMERICAN 


announce the appointment of the 


HEARST INTERNATIONAL 
ADVERTISING SERVICE 


‘Rodney ©, ‘Boone, General Manager, as the 


NATIONAL ADVERTISING REPRESENTATIVE 
FOR BOTH NEWSPAPERS 


HEARST INTERNATIONAL ADVERTISING SERVICE OFFICES 


Los ANGELES 
420 Petroleum Securities Bldg. 


New York CHICAGO 
959 Eighth Avenue 1029 Hearst Square 


SAN FRANCISCO 
709 Hearst Building. 


PHILADELPHIA PITTSBURGH 
1400 South Penn Square 1500 Gulf Building 


Boston DETROIT SEATTLE 
554 New England Press Bldg. 12-226 General Motors Bldg. 1510 Textile Tower 


ATLANTA ROCHESTER BALTIMORE 
605 Rhodes Bldg. 618 Temple Bldg. Commerce and Pratt 
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Herold Wants Fair 
As Mother of Poster 


To the Editor: I hope the New 
York World’s Fair of 1939 may be- 
come the occasion for the birth of 
the American Poster—that the Fair, 
in its promotional efforts, may draw 
upon the practically unused poster 
talents of the real poster geniuses 
who dwell in this country: Charles 
B. Falls, Fred G. Cooper, Adolph 
Treidler, Louis Fancher, Otis Shep- 
ard, Lucian Bernhard, and perhaps 
others whose names slip me at the 
moment. 

If the Fair itself does not find use 
for the poster talents of these men, 
then I hope that the railroads, hotels 
and others who will help advertise 
the Fair may call on this talent. 

Poster production in Europe is 
decades ahead of poster development 
in this country, simply because Euro- 
pean advertisers have learned the 
commercial benefits of being out- 
rageously non-commercial in poster 
art. We have these fine poster men 
and others here, but we simply do 
not use them for posters. We have 
nearly all of our posters drawn by 
“pretty girl” artists and by unin- 
spired hack commercial artists who 
draw the same banal signs for every- 
body and for everything. 

Why can’t the Fair stimulate a 
burst of glory in all posters which 
pertain to it, and thus perhaps stimu- 
late a new attitude towards the 
poster on the part of all American 
advertisers? This attitude calls for 
a brave abandonment of desire by 
the advertiser to get “everything but 
the kitchen stove” in his poster, and 
it calls for a great deal of audacity 
on his part, and willingness to leave 
the design of his poster largely to 
his artist. 

We have one of the finest groups 
of poster men in the world, and sel- 
dom call upon them. 

Here is the chance to bring poster 
art in America to something of the 
stature it enjoys in Europe. 

Don HEROLD, 
New York. 
7 Vv 


“L” Campaign Scores 
On Scrambled Status 
To the Editor: In face of the re- 
cent drop in business as a whole, 
and despite the increase in general 
unemployment, the Chicago Elevated 


SHE IS ONE OF 
THE LUCKY 40% 


who live near the 


“ can sleep later in the morn- 
ing and still get to work on 
time. She rides above slippery 
streets and treacherous pavements. She 
has no street traffic to fight no stop 
lights to watch. She can travel smoothly 
swiftly and comfortably to the city 

to the suburbs . . . any hour of the day or 
night. ¢ Yes, lucky indeed are the people 

who live within easy walking distance of 
the “L.”’ But only FORTY PERCENT of 
the residents of Chicago and the North and 


West suburbs enjoy this advantage 100%! 


GET THERE 


Rapid Transit Lines show a gain of 
traffic of 4.54 per cent for the last 
six months of 1937 over the same 
period in 1936, according to a report 
recently released by the company. 

A vigorous advertising campaign, 
which began to hit its full stride 
near the beginning of the latter half 
of the year, deserves a generous 
share of credit for this showing, ac- 
cording to the company’s director of 
publicity and advertising, H. M. 
Lytle. 

The campaign for 1938 is utilizing 
larger space weekly with the elimina- 
tion of smaller advertisements. For 
the present it is being built around 
the thought, “Are You Among Chi- 
cago’s Lucky 40 per cent?” This 
series aims to show Chicagoans the 
advantages of living near the “L” in 
order to enjoy Rapid Transit service. 

In other words, with Chicago’s 
transportation problem pretty well 
scrambled at the present time, its 
people are being told how fortunate 
they are to have “L” service avail- 
able even though it reaches only 40 
per cent of the. people. The remaining 
60 per cent are being urged to trans- 
fer from street cars or buses so they 
may enjoy fast “L” service for the 
greater part of their trip. 

That the plan is bringing the de- 
sired results is indicated by the 
steady increase in the use of trans- 
fers. 

E. W. Swirt, 


McJunkin Advertising Company, 
Chicago. 
vvwy 


No Information on 
Girls’ Phone Numbers 


To the Editor: In your issue of 
Feb. 14 the second quip under 
“Rough Proofs” reads—‘Copy tests 
show that ‘How to be a better cook’ 
gets ’em for Corning Glass. Is it 
possible that the glamor girls are 
learning the facts of life?” 

I assume this refers to some report 
or article in one of the trade publica- 
tions. Would you mind giving me 
the reference so that I can read more 
about this? 


BAYARD R. PATTERSON, 
Advertising Manager, Christian 
Feigenspan Brewing Company, 
Newark. 

{Editor’s Note: The reference was 
to a story in ADVERTISING AGE the 
previous week, page 22.] 


Yet. even if you don't live 
near the “L.”’ you can still en 
joy partial Rapid Transit Serv- 
ice by transferring to and from 
street cars and buses. More 
than 39,000,000 passengers used 
the transfer plan last year an 
increase of 3,500,000 transfers 
over 1936’ ¢ Get away from hazard 
ous street congestion. Save valuable 
minutes of travel time, Enjoy the com- 
fort of protected stations and smooth 
fast trains. Travel with freedom from 
nervous strain and the annoyance of fre 


quent starts and stops. Come up on the “L"! 


Ride the L’ 


THE FAST, COMFORTABLE WAY 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Tioga’s Doggy Plate 
Seizes Fair's Tail 


To the Editor: Thought you might 
be interested in 
this photograph 
of a “plate” we 
are using to cash 
in on the public- 
ity given this 
year’s New York 
State license 
plates. 


a) 


H. S. PALMER, 
President, Balorations Division 
of Tioga Mills, Inc., Waverly, 
N. Y. 
vvwgy 


Miss Bowser Presents 
Another Reading Note 


To the Editor: The editorial, “De- 
sign For Living,” in your Feb. 14 
issue interests me very much but I 


You point out that the resistance 
to editorial content may be exagger- 
ated, then point to the Reader’s Di- 
gest. 

Are you sure that the format and 


lack of illustration had anything to 
do with it? 

Isn’t there something called tempo 
in periodicals? 

The tempo of living has increased 
tremendously since 1850. The nov- 
elty of the printed word has worn 
off. There are faster methods of 
telling a story. Isn’t the success of 
the Reader’s Digest due to the fact 
that it has saved time for a genera- 
tion pressed beyond its ability to 
properly evaluate what is important 
and what is trash? 

Cutting down of words saves time, 
eyes, nerves. 

May not the advertising world 
need a crop of copywriters who have 
lived in foreign countries over a 
period of time and learned how to 
send cables which tell the whole 
story clearly, vividly and quickly? 

I ask you? 

BERNICE BOWSER, 

President, Bowser Service Cor- 

poration, New York. 
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‘Calendar Pads Lag 
Far Behind Parade 


would like to ask a question or two. | 


To the Editor: I address my plaint 
to you. Lately, I have been more 
and more impressed by the fact that 
one department of advertising seems 
generally to be lagging behind the 
restvling movement. 


I mean calendar pads as a whole. 
Of course, here and there one sees a 
well-designed one—like the Bertse) 
and Cooper yearly offering, ranking 
high in the primary job of readabj! 
ity and in design. 

Most pads, however, seem to haye 
been changed little through the 
years. So many have a heavy, poorly. 
designed “buckeye” character tha 
would wreck an otherwise well-done 
thing. 

For sensible economy I know that 
pads usually are bought ready-made 
from large lots and attached to the 
individual job. That, of course, ig 
where the bump comes—and of 
course it would be too expensive and 
should be unnecessary to design 
monthly units for each job, though 
that would insure perfect unity. 

Surely there could be stock pads, 
few in style, conservatively designed 
in maybe three weights (“light” for 
jewelry, “medium” for paints, 
“heavy” for ploughs, etc.) by a top 
rank designer, with a_ proportion. 
ately small expense for art work con. 
sidering the printing volume. 

Maybe some pad makers will jump 
on my neck, but it seems an obvious 
suggestion to make. 

CLARENCE N. JOHNSON, 

Art. Director, Reincke- Ellis - 

Younggreen & Finn, Chicago. 
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119,324 consumers. 


TROY city D 


ANALYZING THE WORTH 
OF AMAJOR MARKET 


Among New York State's cities Troy (population 72,763) ranks 11th. 


a a a A. a A. A. A. a A. 


But in a comparison of A.B.C. City Zone populations it advances to 7th place with 


i. A. We a We We tis 4. . a ie 


And only three other large cities in the state exceed Troy's per capita retail sales of 
$409.79. 


CITY E 


CITY F 


TROY 


CITY A 


THE TROY RECORD 
(MORNING) 


J. A. VIGER, ADVERTISING MANAGER 


Use of a single medium, The Record Newspapers — the city’s sole dailies — provides 
virtually complete coverage in Troy. : 


Because only one medium is needed expensive duplication and difficulty of checking 
effectiveness are avoided. 


city B city c city oO Gtryv & CITY F 
One low cost of 12c a line pays for a complete advertising job. 
TROY CITY A city B ciTy Cc city D city E— City F 
|1MEDIUM “2 MEDIUMS 2 MEDIUMS 3 MEDIUMS 3 MEDIUMS 2 MEDIUMS 2 MEDIUMS 
E ef ce EE .-£ ee ef 
12¢ 12¢ 18¢ 7x¢ 12¢ 18¢ 20¢ 20¢ 4¢ 4¢ IN¢ 7% 7% 8+ 12¢ 
Analysis shows that Troy is the Empire State’s lowest cost major market. For ad- 


ditional facts about this fertile field write or wire and a staff representative will call. 
All advertising handled direct. 


THE RECORD NEWSPAPERS 


THE TIMES RECORD 
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~NEW METRO MOVE 


Metropolitan Life Insurance Company 
magazine copy to break in May em- 
phasizes its new “human side" tack. 


Sell Chicago 
Hearst Papers 
in Combination 


Chicago, March 10.—A reduction in 
rate and an optional combination 
which gives a further discount to 
users of national display in the Chi- 
cago Evening American and Chicago 
Morning Herald and Examiner were 
announced today by Rodney E. 
Boone, general manager of Hearst 
International Advertising Service, 
recently appointed national advertis- 
ing representative of the two papers. 

The optional combination, effective 
March 15, excludes the Sunday Her- 
ald and Examiner, which will be sold 
separately only. Advertisements run- 
ning on the optional combination 
plan must appear in the two papers 
during the same week without 
change of copy. 

The rate for the Evening American 
has been reduced from 75 to 65 cents, 
flat, and for the Herald and Exam- 
iner, from 70 to 55 cents flat. The 
combination rate is $1. 


Lecture Series on 
House Organs 


A course of seven lectures on the 
house magazines will start March 24 
with lecturers discussing various as- 
pects of planning and _ production. 


Lectures will be held at 56 W. 45th 
street New York. 

Speakers and subjects include Les- 
lie Beaton, art director, Newell-Em- 
mett Company, typography and lay- 
out; Kenneth E. Cook, Standard Oil 
Company of New Jersey, sales maga- 
zines; Merrick Jackson, Western 
Klectrie Company, employe maga- 
zines; H. W. Allen, Johns-Manville 
Corporation, possibilities of house 
magazine editorship; R. I. Nesmith, 
commercial photographer, use of 
illustrations; and Irving B. Simon, 
Macfadden Publications, production 
problems. Robert Newcomb has been 
named chairman of the sessions. 


Offers Picture Page 


Pictorial Newspaper Advertising 
ompany, Detroit, has announced a 
leW contract which gives advertisers 


picture-page space once a month on 
the back page of main news sections 
ot Sunday editions of 12 newspapers. 
The newspapers included are New 
York Journal and American, Chi- 
"90 Herald and Examiner, Detroit 
limes, Los Angeles Examiner, Bos- 
‘on Sunday Advertiser, Pittsburgh 
Sun-Telegraph, Baltimore American, 
Washington Herald & Times, San 
Francisco Examiner, Milwaukee 
Vews-Sentinel, Indianapolis Star and 
Syracuse American. 


Le Tourneau Reorganizes 


J. W. Le Tourneau, formerly gen- 
“ral sales manager of R. G. Le Tour- 
Neau, Ine,, Peoria, Ill., manufacturer 
‘' grading equipment, has been 
‘amed general manager in a reor- 
““nization of the company’s sales 
‘alagement division. Denn M. Bur- 
“SS, formerly Eastern sales man- 
has been appointed domestic 
sales manager, 


For “Daily News” 


. Miami Daily News has appointed 
“Wyer, Ferguson, Walker Company, 


raed York, as national representa- 


afer, 


METROPOLITAN’S 
NEW CAMPAIGN IS 
IN 1,200 DAILIES 


New York, March 9.—Publication 
this week of Metropolitan Life Insur- 
ance Company’s annual report 
marked the first phase of a new insti- 
tutional campaign that will extend 
through the remaining months of the 
year. Young & Rubicam, Inc., is 
handling the assignment as its ini- 


tial effort in behalf of this client. 

In 1,200 newspapers, covering 
every community in the country in 
which a Metropolitan Life office is 
located, 1,000-line insertions will pre- 
sent the “Business Side of the 
Ledger—and the Human Side.” Fol- 
lowing the first break in New York 
papers today the report will appear 
in all other papers east of the Missis- 
sippi on March 21 and all papers 
west on March 28. 

Under the “business side” are in- 
cluded the conventional financial 
data covering assets, liabilities, total 
insurance in force and payments to 
beneficiaries during 1937. Without 
a description of the company’s “hu- 
man side of the ledger,” however, 
copy points out, the story of Metro- 


politan’s activities last year “would 
be far from complete.” 


List Services Rendered 


Among the important services ren- 
dered are listed funds provided in 
catastrophes in the United States and 
Canada which took human lives; 
3,766,240 calls made by visiting 
nurses; presentation, “every half sec- 
ond during 1937,” of a Metropolitan 
health booklet in somebody's hands; 
extensive investments made by the 
company in communities, thus help- 
ing to “create a demand for goods, 
aid realty values, give employment 
and serve other modern social and 
economic needs.” 

Further details of the “human side 
of the ledger” are offered to readers 


on request. Beginning with May 
issues of nine national magazines, 
the company’s institutional theme 
will be further developed with a 
series of advertisements “designed to 
give the public a clearer understand- 
ing of how a life insurance company 
operates.” 

The schedule includes full pages in 
Business Week, Collier’s, Cosmopoli- 
tan, Forbes, Nation's Business, The 
Saturday Evening Post and Time; 
and 500-line insertions in The Ameri- 
can Weekly and This Week. Inser- 
tions will appear in each publication 
monthly through December. 

Hawley Advertising Company will 
continue as Metropolitan Life’s 
agency in charge of the company’s 
welfare and safety campaigns. 


SIMPLE 


that it carries 11% 


furniture, jewelry, men’s: 


Ps its audience v 


primed continuously with special features... 
and gets to more ears and into more hearts than 


AS A-B-C! 


more hours of sponsored network pro- 


grams per week than any other Denver station. 


Illustrating the pulling power of KLZ is the fact that 


jewelry, 
men’s and women’s stores all spend more of their radio 


result-conscious 


local 


department, furniture, 


money with KLZ than with any other station. 


KLZ's spontaneous showmanship, its alertness to the 
needs of, and willingness to serve the Civic, cultural and 
religious interests of the Denver-Rocky Mountain region 


THE ANSWER IS KLZ! 


@ Illustrating the basic program power of KLZ is the fact 


have won it widespread esteem. The breadth and vital- 
ity of its activities have made it a force in this area. 


The radio riddle in Denver is, indeed, elementary. KLZ 
is the station which has what listeners ‘want... has what 


advertisers want. 


560 


KC.— COLUMBIA NETWORK 
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mo CALLS 
Z 2 2 


HOW-TO-BUY 
SERVICE 


— alert retailer is aware that the Woman, America’s 
Number One Consumer, wants to know how to get more value 
for her money. Today, more than ever before, women are 
demanding practical, down-to-earth information on “How to 
Use” and “How to Buy.” They seek new uses for products .. . 
up-to-the-minute ways of getting the most out of the latest 
commodities . . . authentic help on how to buy. In short, how 
to get greater and more lasting value from every dollar. 

McCall’s has long been aware of this demand for knowledge 
and has recognized its vital bearing on sales. More important, 
McCall’s knows what women want to know. Week after week, 
McCall’s trained Consumer Investigators find out from home- 
makers, in their homes, the practical, specific Use-and Purchase 
problems of the Modern Woman. 

To this timely, accurate knowledge of what is wanted, we 
apply editorial findings based on test and actual practice in 
the McCall Experimental Kitchens, Test Rooms and Decorat- 
ing Studios ... through a staff of homemaking and style experts, 
and on the actual reports and experiences of thousands of 
McCall housewives. Moreover, this editing is constantly 
checked back with the Consumer through Reader Research in 
hundreds of homes. 

Month in and month out, McCall’s has been giving 
Women the practical, authentic “How-to-Use-It” information 
that they demand both before and after buying. Whether it 
be a dress, a recipe, or furnishings for her home, McCall’s 
Magazine tells the Woman 
“How”... and creates de- 


sire by showing her how it 
should look when finished. 


WOMEN’S 


THE CONSUMER WANTS 
-AND MPCALLS TELLS 


How Best to USE it—How Best to BUY it 


Every issue of this woman’s service magazine shows its readers 
new ways to use things .. . new ways to get more value from the 
dollar already spent. Not only is every issue full of the informa- 
tion women want and demand, but each copy is divided into 
Homemaking and Style & Beauty sections for ready and con- 
venient reference in Product-Use and Product-Purchase. 

Beginning with the April issue, this vital magazine augments 
its service to the Consumer with specific information on “‘How- 
to-Buy” as a part of its established service on ‘“How-to-Use,” | 
identifying this information in each article with the “McCall's 
How-to-Buy Service” symbol. Thus McCall’s goes even further 
in serving the Consumer demand for knowledge that is such a 
vital factor in the nation’s buying today. 


McCall’s Magazine is a service magazine for women, the 


Consumers. Its success in telling women what they want to | 


know .. . and that means how to get greater value for their A 
money .. . is best attested by the fact that February set a cir- — 
culation record of more than 2,850,000 copies, of which over 
a million were sold over the counter in department stores, drug 
stores and other news-stand outlets. 

Retailers who recognize the sales significance of this 
Consumer demand for knowledge, who realize the vital im- 
portance to their business of a magazine that supplies this 
knowledge successfully (a success attested by its readership and 
acceptance among Consumers themselves), can receive material 
that tells what McCall’s is doing to help the Consumer get more 
for her dollar in Use and Purchase. To receive this material. 


drop a post-card to: 


—— ) 


McCall’s Magazine, 230 Park Ave., N.Y.C. Attention: Sales Promotion Dept. 


M’CALLS MAGAZINE | 


LARGEST NEWS-STAND SALE OF ANY 


CONSUMER-MAGAZINE 
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How M<Call’s finds out : 
what the consumer 
ad 
_, wants to know ; | 
k 
ar We find out by asking. Here’s 
8 
one of our permanent staff of 
trained Consumer Investigators 7 
he 
| greeting a McCall reader in her 
home. They'll sit down and “talk ® ' 
a- things over.” Result: compre- * ; 
hensive reports following hun- ” ae 
dreds of similar interviews, YOUTH BEFORE 7 wk 
1to es aia 
speeded back to McCall editors. ; ‘ 
yn- _ BEAUTY 
MARY DAVIS GILLIES 
nts 
W- 
° 
e, | : 
ll’s : The answers to the Consumer’s problems are 
| 5 worked out scientifically and practically by 
h } MecCall’s staff of homemaking and style experts 
er working in the McCall Experimental Kitchens, 
Test Rooms and Decorating Studios. This is 
h a just one of the several test rooms and kitchens 
that cover an entire floor of a skyscraper. 
| 
the 
‘ to 4 i A eee o quarantos prnted oem mented pew atrel” e 
eir 


Then talented artists and writers plan an inter- 
esting presentation of the material through color 
ver —pictures—spirited text. The Consumer must 
be interested before she can be educated. 


Finally, McCall’s unique 
Reader Research staff fol- 
lows the magazine into the 
hi home each month to find 
1s how well it has been read 
E and used—leaving no stone 
1m: unturned to insure constant 
improvement in making 
this McCall’s more serviceable. 


BY KATHLEEN ROBERTSON 


These pages from the April issue of McCall’s show wowiee how to get 
greater value from their money through better use and planned pur- 
chasing. These and many other McCall pages give practical, authentic 
information on style and beauty and all phases of homemaking. Note 


the ““McCall’s How-to-Buy Service’ symbol identifying the purchasing 


HILDEGAROE 
Frimore 


information in these “‘How-to-Use” articles, found in April McCall's. 
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Networks Rise to Emergency, 
Win Victory in L. A. Flood 


Los Angeles, March 10.—Major 
radio network officials took a deep 
breath today as they surveyed re- 
ceded flood waters and decided that, 
after all, there might be something 
to the adage, “The show must go on.” 
With this sigh there were pats on 
the back to studio technicians, ac- 
tors and script men for their stren- 
uous efforts which resulted in hold- 
ing down the actual dollar loss on 
commercial broadcasts during the 
flood havoc to an estimated $15,000. 

The major part of this sum re- 
portedly involved local shows, with 
few if any coast-to-coast programs 
being canceled. The loss would un- 
doubtedly have been larger, execu- 
tives said, had the flood been at its 
height during the early part of the 
week, the heaviest period for spon- 
sored shows. 

Rapid fire work of NBC experts 
enabled the Amos ‘'n’ Andy, Rudy 
Vallee and Maxwell House shows 
to go on the air Wednesday and 
Thursday nights, March 2 
without interruption. The emer- 
gency necessitated relays via short 
wave, long wave and wire to trans- 
mitters outside the flood area. The 


and 3, 


quality of most of these broadcasts 
was unimpaired in spite of adverse 
conditions. Other problems were 
conquered by actors and network 
workers in getting to the studio on 
time for the broadcasts in the face 
of storm and flood conditions here. 


Mutual Broadcasting System was 
forced to cancel some _ broadcasts 
but these were sustaining shows. 


Columbia Broadcasting System also 
reported that it survived the hectic 
days without substantial cancella- 
tions on sponsored shows. 

All stations converted as much 
time as possible into flood bulletins 
aiding rescue workers and reassur- 
ing citizens against panic. These 
bulletins, it was pointed out, were 
practically a necessity with other 
communication media out of com- 
mission. 

That the native optimism of Cali- 
fornians regarding their climate re- 
mains unimpaired was indicated to- 
day in a report from Don Thomas, 
managing director of the All-Year 
Club of Southern California. Ad- 
vertising plans and copy schedules 
for the club remain unaltered, Mr. 
Thomas asserted. 


SUMMER'S PUSH 
SHOWS CIGARET 
LIGHTER POWER 


Twenty-Years Finds Field 
Still Going Strong 


BY FLOYD MILLER 

New York, March 9.—After 20 
years of ups and downs, mechanical 
cigaret lighters, it was indicated here 
this week, have not yet reached their 
consumption peak and major manu- 
facturers in the field are preparing 
spring and summer promotion sched- 
ules said to be the most extensive in 
the industry’s history. 

Originally introduced during the 
World War to a gadget-minded pub- 
lic, cigaret lighters immediately 
caught on. Along with wrist watches, 
which had hitherto been considered 
effeminate, lighters gained steadily 
in public favor until they reached a 
peak circulation in 1928. ‘During the 


depression, when practically all lux- 


Every pay more and 
more national advertisers 
are realizing that Inner 
California is a lucrative, 
separate trading area that 
definitely warrants an “A 
Schedule”. It’s the 3rd 
market in the west—the 
17th in the nation. The 
combined per capita retail sales for its 
three key distributing centers . 
ramento, Fresno, Modesto. .. are more 
than 3 times the national average. 


The ‘‘Bee-Line”’ 
to Inner California 


. Sac- 


Inner California can mot be covered 
with overflow circulation from daily 
newspapers published in the other 
two large California trading areas. 
Adequate coverage of this Third 
Western Market can be obtained on/y 
by use of its ow newspapers . . . the 
three BrEs: Sacramento Bee, Modesto 
Bee, Fresno Bee. The combined cir- 
culations of these popular home pub- 
lications* reach nearly 60°o of Inner 


*Plus a Stockton Newspaper. 


FRESNO BEE 


California families. That's 
40% more than you could 
get from any combina- 
tion of daily newspapers 
distributed from other 
metropolitan centers... . 
Follow the ‘“Brk-LINe” 
to the nation’s seven- 
teenth largest market! 


Merchandising Service 
The “Bee Newspapers maintain a 
top rank merchandising service com- 
parable to the best in the nation. For 
details write the Sacramento Bee. 


JAMES McCLATCHY PUBLISHING CO. 


Nationol Representatives 


O'MARA & ORMSBEE 


INC 


CHICAGO + BOSTON + DETROIT 
SAN FRANCISCO + LOS ANGELES 


NEW YORK + 
ATLANTA > 


MODESTO BEE 


How United States Trading Areas 
Rankin Population and Retail Sales 
Rank in Rankin 

Market Sales Population 
New York . 1 1 
Chicago... .. 2 2 
Philadelphia . . . 3 3 
Los Angeles 4 4 
Boston » & a 5 
0 i 6 
San Francisco . . . 7 9 
Pittsburgh . . . . 8 .. 7 
St.douws .... 9... 8 
Twines. . . . OW .. 
Cleveland . . i ie « > 
Washington, D. C. : Rs. « a2 
Milwaukee. ... 13 .. 12 
Deno . . ks 14 6 « 3S 
Cincinnati . . . . 15 =. =. 2 
Buffalo . . is oe 
INNER CALIFORNIA 17. . 18 
Providence. . . . 18 . . 16 
memestigy . . | we. TF 
Portland (Ore.) . . 20 . . 28 


Only Complete Radio Coverage! 
80% of radio families of Inner California 

. which can not be covered adequately 
by San Francisco or Los Angeles stations 

. listen regularly to these MCCLATCHY 
STATIONS: 


KFBK Sacramento «+ KWG Stockton 
KMJ Fresno + KERN Bakersfield 
KOH Reno, Nevada 


McClatchy Broadcasting Co. Stations 
represented nationally by the 
Paul H. Raymer Company 
New York 


- Chicago - Detroit - San Francisco 


ury products suffered, lighter sales 
were hard hit and predictions were 
that the public had tired of the 
gadgets and that they were on their 
way out. According to the “Big 
Three,” Ronson, Lektro-lite and Dun- 
hill, however, 1937 was a record year 
and their advertising plans for 1938 
are more ambitious than any pre- 
vious season. 

Many makes and models have 
made bids for public favor during 
the past two decades with most of 
them falling by the wayside. Today, 
the field is dominated by Ronson, 
Lektro-lite and Dunhill, with Evans, 
Pull-a-lite and Helios, a newcomer, 
furnishing secondary competition. 


Ronson Is Leader 


The Ronson lighter, manufactured 
by Art Metal Works, Inc., Newark, 
N. J., is com- 
p aratively 
new, but to- 
day is esti- 
mated to be 
selling more 
units than 
any other 
single manu- 
facturer. Its 
sales for the 
past six 
years have 
shown a 
steady climb, 
partly due to 
the mechani- 
cal ease of 
operation, it 
was said, and 
partly to 
compre 
hensive pro- 
motion. 

W hereas 
the Great 
lighters on 
the market 
exploited the 
consumer’s well known penchant for 
mechanical toys and offered a prod- 
uct that required several operations 
with trip-covers and wheels and 
flints, Ronson lighters introduced a 
simple method that required but a 
single operation. Its slogan, ‘“Flip— 
it’s lit, release—it’s out,” has become 
well known to consumers and all sur- 
viving competitors have followed 
suit and are now striving to estab- 
lish the simplicity of their products. 


#9 model 


& 
I doesn't gropein het hondbeg 
“tdi © crushed pack gf digorettes | 
@r does she tumble te: o lights” 
gloves cre ummocyiate, une 
reed ond unscolted her pein 
d self-csurcnce, vervitied. 


Progress Summer Seller 


Ronson’s spring campaign will pro- 
mote its line of lighters designed for 
the female smoker. Compact and 
lighter combinations will receive 
most emphasis with the copy read- 
ing, “Study the graceful smoker. She 
doesn’t grope in her handbag for a 
crushed pack of cigarettes nor does 
she fumble for a light. Her gloves 
are immaculate, uncharred and un- 
scuffed, her poise and self-assurance, 
unruffled. Her inseparable companion 
is a Ronson.” Ronson lighters are 
priced from $3.75 up. Column inser- 
tions, in black and white, will appear 
in Collier's, Esquire, Liberty, The 
New Yorker, The Saturday Evening 
Post, Time and Vogue. Direct mail 
and business papers will round out 
the spring promotion. 

Progress Corporation's Lektro-lite 


is the newest of the 


“Big Three” 


and the 
most exten- 
sive sum- 


mer adver- 
tiser. While 
Ronson pro- 
motion re- 
ceives most 
e m phasis 


during No- 

es vember and 

Fast ee 
ee. ber, Lektro- 
a, lite con- 


ducts a con- 
sistent year- 
round cam- 
paign on a variety of products in- 
cluding its Packard Lektro-Shaver. 
Simplicity is also its theme with a 
product that requires no wick or 
flint, nothing but the passage of air 
over a bed of chemicals producing 
heat sufficient to light a cigarette. 
Its Midget Glolite, priced at $1.25, 
undersells major competitors and has 
been the fastest selling item in the 
line. 

Spring and summer promotion wilf 
continue to emphasize endorsements 
of Hollywood picture stars and fea- 
ture their photographs. Page and 
half-page insertions will appear in 
Click, Esquire, Hollywood, Ken, Life, 
Look, Motion Picture, Movie Story, 
Romantic Magazine, Screen Book, 
Time and True Confessions. A spe- 
cial test campaign is being conducted 
on three New York radio stations in 
which the consumer is urged to buy 
a Packard Lektro-Shaver and receive 
a Lektro-lite free. 

Alfred Dunhill of London, Ine., is 
the pioneer of the major lighter 
manufacturers, having entered the 
field 12 years ago. Catering to a 
class market, a Dunhill retailed from 
$15 to $100 until recently. Invading 
the mass field, Dunhill is now mar- 
keting a table lighter selling for $5. 
Mechanical simplicity is also being 
emphasized in its Corona model. 
“Lights like Lightning” is the slogan 
earried on all insertions. While most 
Dunhill promotion is concentrated 
on the gift seasons, indications are 
that spring advertising will break 
the last of April. Class magazines 
will be used as well as metropolitan 
newspapers. 


ee eee 
Sth Avenne & S0te 
Pot nln tae 


New Acushnet Stunt 


Acushnet Process Company, Bos- 
ton, golf ball maker, will feature a 
mechanical golf ball driving device 
in its spring promotion. This ma- 
chine, mounted on a trailer, is being 
exhibited in golf centers throughout 
the country. The magazine schedule 
includes Esquire, Golfdom, Golfers’ 
Year Book and Golfing. H. B. Hum- 
phrey Company, Boston, is_ the 
agency in charge. 


Eye Group Agrees to 
Halt “Free” Advertising 


New Orleans optometrists and 
opticians have agreed to discontinue 
the advertising of prices and free 
examinations at the suggestion of 
the Better Business Bureau of New 
Orleans. 

All media have been asked to re 


fuse such advertising. 


NERVOUS EXECUTIVE 


“Howdo you _, 
find business 
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SALES PRODUCER 


20 Vesey Street 


BUT eee First Find The Rich Markets 
And Plot Your Campaign On 
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ADVERTISING AGE 
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Renewals Get 
Most Attention 
from Sponsors 


New York, March 10.—Renewing 
contracts and shifting programs got 
most of the attention of sponsors 
and radio executives during the 
week. 

Euclid Candy Company of Cali- 
fornia, Inc., San Francisco, renewed 
its contract with the Columbia-Cali- 
fornia network and has added Port- 
land, Seattle, Spokane and Tacoma 
stations. This broadcast, featuring 
Knox Manning as commentator, is 
heard Tuesdays from 5:30 to 5:45 


p. m. PST. Sidney Garfinkel Ad- 
wertising Agency, San Francisco, is 
in charge. 


The Fibber McGee and Molly com- 
edy program, sponsored by S. C. 
Johnson & Son, Racine, Wis., will 
shift from Monday at 9 p. m. to Tues- 
day at 9:30 p. m. EST, beginning 
March 15. Needham, Louis & Brorby, 
Chicago, is in charge. Hal Kemp 
and his orchestra will star in a half 
hour show for Griffin’s All-White 
shoe polish, beginning April 19 at 
10 p. m. EST. The agency is Ber- 
mingham, Castleman & Pierce. 


Sarnoff Makes Announcement 


David Sarnoff, president of the Ra- 
dio Corporation of America, in a 
farewell speech to NBC Symphony 
listeners last Saturday, announced 
that Arturo Toscanini will direct the 
orchestra for three years upon his 
return to America in October. 

With an eye on the gift holidays 
ahead, Easter and Mother’s Day, 
Beaumont & Hohman, Seattle, will 
soon launch a series of one minute 
transcribed radio spots over KRSC, 
Seattle; KJBS, San Francisco, and 
KOIN, Portland, for Aplets and Cot- 
lets, fruit candies put out by Lib- 
erty Orchards. 

Commercials on the Model To- 
bacco program have a way of mak- 
ing listeners feel that the Model 
company is at peace with all its com- 
petitors. They don’t degrade other 
brands, but call their own ‘a leader 
among good grades” and suggest 
that the listener try theirs. 

It seems that lately many of the 
guest stars on the Lucky Strike 
Wednesday night shows are so hoarse 
that it’s a real effort for them to say 
that Luekies are always easy on their 
throats. 


Jergens Renews Both Shows 


The Jergens-Woodbury Sales Cor- 
poration, Cincinnati, has renewed its 
“Hollywood Playhouse” and_ the 
“Jergens Journal” with Walter 
Winchell, effective April 3. The for- 
mer program is heard on Sundays 
from 9 to 9:30 p. m., with Winchell 
immediately following for 15 min- 
tes. Both shows are broadcast over 
the NBC Blue network. Lennen & 
Mitchell, New York, is in charge. 

Anacin Company, Jersey City, 
N. J., will expand its “Easy Aces” 
program over the NBC Blue network 
lo the Pacific Coast March 22. 
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Success of Walt Disney's Snow White 

opus is reflected in this new Trommer's 

Malt beer copy, featuring the comic 
elves. 


Blackett - Sample - Hummert, New 
York, handles the account. In the 
interests of Rinso and Lifebuoy, Lev- 
er Brothers, Cambridge, Mass., has 
signed a renewal of the Al Jolson 
show for an additional 52 weeks, 
effective March 22, and will add 
more outlets when the renewal be- 
comes effective. Ruthrauff & Ryan 
is the agency. 

Pacific Coast Borax Company, 
New York, has renewed “Death Val- 
ley Days” for an additional 13 weeks, 
effective April 1. McCann-Erickson 
has the account. Household Finance 
Corporation, Chicago, will switch its 
program “It Can Be Done,” featuring 
Edgar Guest, to CBS, April 6 from 
10:30 to 11 p. m. Batten, Barton, 
Durstine & Osborn, Chicago, is in 
charge. The CBS broadcast featur- 
ing Ben Bernie, sponsored by U. S. 
Rubber Company, New York, will 
shift to 8:30 p. m. March 30. The 
program is now heard on the same 
night but at a later period. Camp- 
bell-Ewald Company is the agency. 


Reaper Ends 
Wickersham’s 
Varied Carrer 


Wilmington, Del., March 10.—Leon 
M. Wickersham, who served both ad- 
vertising agencies and newspapers 
during his varied career, died here 
Saturday after a brief illness of 
pneumonia. Mr. Wickersham was 45 
years old. 

Like several other distinguished 
advertising men, Mr. Wickersham 
started his newspaper career on the 
sports desk, serving the Wilmington 
Morning News as sports editor. He 
left the newspaper field to join the 
chemical warfare service during the 
war and won a commission. 

After the war, he did advertising 
agency work in New York for sevy- 
eral years, eventually returning to 
Wilmington to work in the advertis- 
ing department of the Evening Jour- 
nal. When the Morning News and 
Evening Journal were amalgamated 
under the auspices of the News-Jour- 
nal Company, Mr. Wickersham be- 
came advertising manager of the 
Journal. 

He resigned in 1929 to become a 
free lance copywriter, but in Septem- 
ber of that year entered the budding 
radio field as business manager of 
Station WILM. In 1930, he became 
business manager of the Sunday Star, 
retaining that post until 1932. 


ADVERTISING MANAGER 
OF ‘WOOD-WORKER’ DEAD 


Indianapolis, Mareh 7.—-Herschel 
H. Davis, long advertising manager 
of Woodworker, published by S. H. 
Smith Company, died here yesterday. 
Mr. Davis, who was 42 years old, 
spent virtually his entire business 
career with the pioneer A. B. P. pub- 
lication. 

A widow and two children survive. 


COLLIER OFFICIAL DEAD 

New York, March 10.—Arthur T. 
Parker, financial secretary to Barron 
Collier, died suddenly of a heart at- 
tack at his home in the Bronx Sun- 
day morning. He had occupied the 
position with Mr. Collier since 1915. 
Mr. Parker, who was 47 years of age, 
is survived by his daughter, Dorothy, 


and his mother, Mrs. Catherine 
Parker. Funeral services were held 
Wednesday. 


E. M. WEST SUCCUMBS 

New York, March 8.—Edward M. 
West died here last night. He was 
62 years of age. He was formerly 
with New York Times, Lesan Adver- 
tising Company, Curtis Publishing 
Company, Calkins and _ Holden, 
Blackman Company, and the re- 
search department of Sears, Roebuck 
in New York. 

He leaves a widow, Mrs. Josephine 
T. West, and two daughters, 


Significant Art 
Found; Jackson 
Gives Copy Clue 


Chicago, March 10.—The compara- 
tively recent rise of pictorial news 
presentation should give some inter- 
esting copy clues to advertisers, 
Charles D. Jackson, general man- 
ager of Life told the Chicago Feder- 
ated Advertising Club at a luncheon 


today. The most important develop- 


ment along this line, the youthful 
and interesting speaker told Chicago 
advertisers, is the brand new discov- 
ery of “significant” pictures. 


Pictures to Stay 


This, he explained, is the picture 
or series of pictures which has an 
almost indefinable general appeal 
though intrinsically it would not 
qualify as “art.” The picture publi- 
cations, with this new formula, he 
said, are in for a period of long and 
sound expansion with the formula 
certain to prove its worth as the 
years pass. 
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Strongest National 
Farm Publication— 36%, 
actual Penetration of all 


ea aT 


| Midwest Farm Papers 


—77% actual Penetra- 
tion of all athens? farm | 


s Solkdessd iistiibee ‘iain do unt enti J 
trate deeply enough to make a one ual 78 
in the Midwest Farm Market. 


~ Only with the Midwest Farm —" can you © 
get a 77% actual penetration* of the 1,358,837 _ 


farm homes in these 8 states. 


The nearest com- _ 


parison is a 36% actual penetration* by even 


the strongest National 


farm publication. In | 


faa, the Midwest Unit goes into 20% more 
midwest farm homes than all 5 National farm 


papers combined. 


Here, in Ametica’ s richest farm market, the 

difference between this 77% penetration | and 
_ the lesser coverage of other mediums is vital to 
; = results you expect from your ———* 


* Actual coverage, not statistical coverage: 
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The 
PRICELESS 
INGREDIENT 


KR. SQUIBB & SONS 


SQUIBB OFF WITH OLD—ON WITH NEW 


E.R.Savipe & Sons 


E. R. Squibb & Sons’ institutional copy pictured on the left, virtually unchanged 
for 16 years, appeared in this new form in The Saturday Evening Post last week. 


Squibb Shifts 
16-Years-Old 
Theme in Copy 


New York, March 9.—One of the 
most famous of all nationally adver- 
tised slogans underwent a face lift- 
ing process this week when E. R. 
Squibb & Sons employed the first 
new handling of its “Priceless In- 
gredient” theme since its inception 
over 16 years ago. In a full-page 
layout in The Saturday Evening 
Post, the institutional message for the 
first time departed from the story of 
Hakeem, the Wise One of Bagdad, in 
favor of a more modern reiteration 


_In Atlanta 
THEY LISTEN TO 


~ WATL. 


of the same principles, and no refer- 
ence is made to Hakeem. Intro- 
duced in national magazines in 1922, 
the slogan, “The Priceless Ingredi- 
ent of Every Product is the Honor 
and Integrity of Its Maker,” has 
been re-published hundreds of times 
by the house of Squibb, always 
in its original form, as recently as 
March 1937. 

Adorned by an illustration show- 
ing two men of Bagdad in conversa- 
tion, the story has, up to the present, 
expounded Hakeem’s philosophy, “A 
thing that is bought or sold has no 
value unless it contains that which 
cannot be bought or sold. Look for 
the Priceless Ingredient.” In _ re- 
sponse to the young man’s question, 
“But what is the Priceless Ingredi- 
ent?” Hakeem has always answered, 
“The honor and integrity of him who 
makes it. Consider his name before 
you buy.” 

The new handling 
was directed by William Douglas 
McAdams, agency in charge. of 
Squibb institutional copy, which is 
also responsible for the “Man over 
Fifty” series. 


of the theme 


BAKERS’ 


HELPER Announces 


CHARLES A. BARNES 


becomes 


MANAGER 
NEW YORK OFFICE 


BAKERS’ 
HELPER 


CHICAGO 
330 South Wells St. 
Phone: WABash 5282 


NEW YORK 
270 Broadway 
Phone: WOrth 2-5120 


Tue many friends of Charles 
A. Barnes will be glad to hear of 
his advancement to Manager of 
BAKERS’ HELPER's New York 
Office, effective March 21, 1938. 
Our New York friends will find 
Chuck'’ an experienced adver- 
tising man. 

In his 9 years with BAKERS’ 
HELPER, he has contacted many 


firms allied with the Baking In- 
dustry traveling all over the coun- 


try to work with them. He has 
written copy and handled layouts 
for many advertisers. He has 


handled our own advertising 
schedules in other business papers 
and our sales promotion. 


Chuck" 
the bakery market. 


knows advertising and 
In 9 years, he 
has picked up many pointers on 
the art of selling to bakers. He 
will be glad to help Eastern firms 
secure information about selling 
the billion dollar Bakery Market. 


“Gay Nineties” setting. 


to H. C. McKean, Caravel prexy. 


last week. A crowd of friends 
saw them off on the Conte de 
Savoia... An answer to the ques- 
tion of what becomes of those 
great big imposing presentations 
submitted to advertisers was 
given by Gordon Cole, a.m., Can- 
non Mills, at the Dotted Line 
Club Luncheon. You simply use 
the reverse side for another pres- 
entation of your own! 

Another duty was added to 
George J. Hecht’s§ (Parents’ 
Magazine) list of civic jobs when 
he was elected secretary of New 
York’s new $10,000,000 charity 
drive. .. A feather in the cap of 
“Kap” Seidel (Oldtyme a.m.) and 
his Three Feathers brand. Arnold 
Constable department store re- 
cently and happily introduced a 
new Three Feather negligee, and 
the Oldetymers helped out with a 
cocktail party. You have three 
guesses to name the brand they 
featured. Both promotions were 
reported as successful. 
some 


very interesting 


shows... 
Add new arrivals: 


has a seven year old brother. . . 


HOME HARMONY 


Mrs. Charles Wrigley, wife of the out- 

door advertising executive, sounds a few 

choice notes on the Hammond orqan 
in their new home in Wilmette, Ill. 


movie short got right into the spirit of the thing. 
a.m., Cluett, Peabody, for instance, stepped right up to drink a toast 
And Jim Johnson, Calvert a.m., lost 
no time in sniffing the bartender’s handout to learn the brand... 


George Bryson, Y & R, and the Missus sailed for a month abroad 


Getting Personal 


Sawdust, singing waiters, barroom nudes and penny peep shows 
transformed part of Caravel Films’ offices last week into a swell 
The admen who came to see Ipana’s new 


A. O. Buckingham, 


92—KALAMAZOO 


Subtract two and it's the "Gay Nineties” 
party staged to celebrate launching of 
Ipana's new film. A. O. Buckingham 
(left), vice-president in charge of adver- 
tising, Cluett, Peabody & Co.; Robert 
McKean, president, Caravel Films, and 
J. Johansen, Sinclair Oil Company, are 
getting gay. 


Add hobbies: 


model railroad. 
that job! 


tor for Morris-Schenker-Roth, 
golden West on a vacation. 


F’rexample, Paul Van Tuyl, 
Gardner, St. Louis, is just back 
from Florida, while Dewey 
Bertke, Lord & Thomas, Chi- 
cago, is reminiscing about a 
Caribbean cruise. . . 

Herbert C. Claridge, a.m., 
Salada Tea Company. Boston, 
sailed March 13 on the Samaria 
with Mrs. Claridge. ‘ngland is 
their destination. Benedict 
Gimbel, Jr., head of WIP, Phila- 
delvhia, has been vacationing in 
the South for a_ couple of 
weeks. . . 

Add accidents: Ralph H. 
Quinn, Cincinnati Enquirer g.m., 
says he is “lucky, bruised, but 
happy" despite the fracture of 


two ribs sustained when the 
Golden State Limited, Rock 
Island-Southern Pacific train, 


was derailed in Missouri. He 
was returning from California. . . 
Fred W. Allsopp, b.m., Arkansas 


weeks. . 


Douglas Holyoke, 
chinery Corporation, is chairman of the board, chief engineer, signal 
engineer, superintendent of motive power and purchasing agent of a 
But he’s not chief operator—his young son holds 


Researchers into the early experiences of Henry Ford could get 
material from 
Thomas Publishing Company, New York. 
the latter was demonstrating his own cars at the national automobile 


H. M. Thomas, president of 


He knew Mr. Ford when 


Two weeks old and already nicknamed “Pan” 
is Paul Arthur Nejelski, son of Mr. and Mrs. Leo Nejelski (a. m. Swift 
& Co.) who, upon his arrival, tipped the scale at 9 pounds 9 ounces. He 


That snapshot of his 19-month-old daughter, submitted by Karl 


Mann, Case-Sheppard-Mann Pub- 
lishing Corporation, just missed 
first prize in the photo exhibit 
sponsored by Montclair, N. J., 
Trust Company. But runner-up 
mention seemed to be wel- 
come... 

A couple of well-known hu- 
morists gave General Mills a 
plug recently that clicked very 
nicely with §S. C. Gale, director 
of adv. It was in Judge that 
Marc Connelly and George S. 
Kaufman chronicled under a 
date in 1741: “First Magazine in 
America published in Philadel- 
phia; Gold Medal Flour takes 
back page.” Which brought a re- 
joinder from the milling boys 
that had Gold Medal been on the 
market 198 years ago it certainly 
would have occupied the  pre- 
ferred position. 


a.m., U. S. Hoffman Ma- 


Undaunted by the reversal of form recently displayed by the man 
who runs the weather in California, Nathan Perlstein, publicity direc- 
Chicago 


agency, has set sail for the 


Agency art directors are taking up winter vacations in a big way. 


SKI TIME 


Don Gardner, N. W. Ayer & Son, Bos- 

ton, shows off his new skiing outfit to 

Mrs. R. C. Maddux as Mr. Maddux, New 

English Council director of advertising, 
wields the camera. 


Gazette, Little Rock, suffered a fractured hip after a fall at the home 
| of his son in Winter Haven, Fla., 


and will be confined for several 


. Robert Howen, a.m., WNLC, New London, Conn., was seri- 
ously injured in an automobile accident 


in Waterford, Conn. 


James J. Carroll, of the advertising department of New York Law 
| Journal, prayed for a boy but compromised on Jane. 


New York Drug 
Retailers Form 


‘Protective’ Unit 


New York, March 9.—In an effort 
to counteract unfavorable publicity 
occasioned by consumer blasts 
against proprietary products, the 
drug and chemical section of the 
New York Board of Trade laid plans 
this week for a “centralized informa. 
tion bureau” whose duty will be to 
furnish effective rebuttal material 
for the industry. 

The drug industry will be divided 
into five sections; heavy chemicals, 
insecticides, laxatives, vitamins and 
dentifrices. One man, prominent in 
the field, will be appointed to head 
each section and will be charged 
with gathering complete information 
in his particular field. All informa. 
tion will then be correlated and 
serve to form a reference library. 

Ray Schlotterer, secretary of the 
drug section of the Board of Trade, 
said the information will be the basis 
of all future public relations plans 
which may include a nation-wide in- 
stitutional campaign. 


Four Appoint Lane 


William TT. Lane Advertising 
Agency, Inc., Syracuse, N. Y., has 
been appointed agency for Green- 


ways Brewery; Syracuse Automobile 
Dealers Association; Syracuse Un- 
derwriters Exchange, and Syracuse 
Real Estate Board. Local newspapers 
are scheduled, with the brewery 
using poster and radio in addition. 
William Spitz is account executive. 


Joins Pollock Agency 


Jules P. Goldsmith, formerly ad- 
vertising and sales promotion man- 
ager of Louis Stern Company, Provi- 
dence, has joined Julian G. Pollock 
Company, Philadelphia agency, as 
account executive. 


Name Roy Evans 


Roy Evans, formerly field man in 
the Middle West for Chevrolet Motor 
Company, has been appointed assist- 
ant general sales manager of Federal 
Motor Truck Company, Detroit, in 
charge of Western territory. 


Koser to Cleveland 
R. B. Koser, copywriter in the New 
York office of McCann-Erickson, Inc. 
has been transferred to the Cleveland 
office. 


Schenley Names Barry 


Schenley Products Company has 
appointed Edwin K. Barry, formerly 
Cincinnati supervisor of Ohio state 
liquor stores, as its Ohio manager. 


Sylvan Seal Appoints 

Sylvan Seal Milk, Inc., Philadel- 
phia, has appointed Al Paul Lefton 
Company, Philadelphia, as__its 
agency. 


New Flagler Address 


Flagler Advertising, Inc., Buffalo, 
has moved to 708 Crosby bldg. 


’ 


' - ' 
DROMEDARY DATES _ 
a 

to JEWISH AMERICANS 
1. Reaching 250,000 families 
MAKE the Jewish market. ; 
2. The Dromedary sales message 
Jewish, the language they love 
understand. 
3. Dealer co-operation through WwLTH 
Radio Foodstores—the stations ° 
association. r 
Ask for Jewish Market Information 
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Glamor Girl’s Evolution Revealed 
in Gossard Copy of Two Decades 


TWO SCORE YEARS in Gossard Company advertising reveals the interest- 
ing evolution of the foundation garment’s part in building the glamor girl 


of today. 


Here is the allure of 1920 symbolized by lace skirts, brocaded 


backgrounds, an exquisite coiffeur and pearls. 


GROWING 
early to get that Gossard figure in the 


GIRLS, 10 to 14, started 


sume year. But, earlier, in 1915, 
Gossard classified all womanhood into 
nine ideal types which today have 
been merged into seven basic types. 
Here is one type, and more pearls. 
These basie types were classified in 
the field as Ideal Figures, such as 
Short-Waisted, Long-Waisted,  Tall- 
Slender, Short-Stout, and so on. 


Dn Seattle 
THE TIMES 
carried 


MEN'S CLOTHING 
— _LINAGE IN 1937 


2nd Paper .. . . 28.3% 
3rd Paper... . 12.7% 


When a newspaper leads its competi- 
tors in 19 out of 24 retail advertising 
classifications (as does The Seattle 
Times) there can be only one answer: 


CONSISTENTLY SUPERIOR RESULTS! 
O'MARA & ORMSBEE, Advertising Rep. 


PUBLISHED DAILY AND SUNDAY 


Ghe Seattle Times 


O'MARA & ORMSBEE, Advertising Repr. 


IN 1919, this lady on the left repre- 
sented the Ideal Figure — Short- 
Waisted. The lady on the right repre- 
sented the Ideal Figure—Tall-Slender. 


tet FAVOR t ENE OP FEARED § 


Sa aaa veearneenn WEES 


FAMOUS ARTISTS, including Coles 
Phillips, Hayden Hayden, Neysa 
MeNein, Frank Dillon and J. Knowles 
Hare, who painted the young mother 
at the right, were commissioned in 
1924, to the tune of $1,000 a picture or 
more, to paint their ideal girl or 
woman. This was followed in 1928 by 
copy featurine nhotogranhs of modern 
types of foundation wear in a modern- 
istic setting, as shown at left. 


Open Seattle Agency 
Alfred L. Goldblatt and Carl W. 
Smith have organized an agency in 
Seattle. Mr. Smith was formerly 
sales and advertising manager of 
Centennial Flouring Millis Company. 
J. Donald Newman, formerly with 
Hanff-Metzger. Los Angeles, has 
joined the new agency. 


BRADSHAW CRANDELL contrib- 

uted this painting in full color, mean- 

time, for a Gossard poster in 1926 

to show the latest type of foundation 
garment. 


In Cleveland, at the May) 
+ CoySmare Shoppers Delight 


.“SSimplicity 
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wots the he mend tether Be emcniow The ee to 


soned en Th Pi s, ed 


% +1 ont Poynter 
GOSSARD ’S FASTIDIA’ 


P a ~ =e oe et on 


SKETCHES CAME into play in the 
transition period of the 1929 debacle 
and then photographs took the con- 
sumer on a shopping tour for Gossard. 


At Polaes so New (Joleen “ Sb, rs s 
» t STING 4 

FOR EVERLASTING / UY rh ‘2 

YOUTH... Thew Chaese ~ 7 P 4 = 


MisSimplicity 


MIRRORS CONTINUED to give 

front and back views in copy in 1934 

and °35, evolving into the Glorified 
Women of 1937 and 1938. 


taet : 
Misdie x bugh prowd becom 
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2 wonawve dinphnnge .. .apate ee Wwiniet rad stom, tapered hios. 


The diagonal pull of the wattliog straps ishuwem io the dasert? dow the 
tech. The Beauty “X~Rayed” noweals a Ate Maenplicty” ef lage and rayon 
saten and motebing elasta f vith a bow-hevt dewga The 


bow knot mou & repeated lety. Model e616. 


tt. COSSARD de f nes 


WE HW. GOSSARD CO. Chunge * New You © 


ubve 


See Prevcees  * (Ceti 


PERFECTLY GROOMED, | glamor- 
ously gowned, she is currently 


“X-Rayed” to show she owes it all to 


Gossard. 


HERE IS BLANK’S NEW 


CATALOG. NO COVER THIS 


YEAR. CHEAPENING THEIR 


LINE, AREN'T THEY? 


" 


Keep your catalog ALIVE 


HE COMPETITION among cat- 
alogs for existence is terrific. De- 
prive one of them of the eye-appeal 
and protection of an attractive cover, 
and you sign its death warrant before 
it registers with your prospect. 
Hammermill Cover is keeping many 
a sales message alive today so that 
there may be sales tomorrow. Its 
many rich and brilliant colors are 
making attractive backgrounds for 
interesting designs that get and hold 
attention. Its durability in use is 


assuring longer life for booklets and 
catalogs. Its easy printability is sav- 
ing money in production. 


Cloak your booklets with Hammer- 
mill Cover. Standardize on it, and you 
will save money. Because it is alike 
on both sides in color and printing 
qualities, it permits the economy of 
“‘work-and-turn” press runs. The 
moderate price of Hammermill Cover 
is based on large-scale production, 
which is made possible by nation- 
wide distribution. 


Name 


Hammermill Paper Company, Erie, Pa. 


THAT'S THE IMPRESSION 
1 GOT. | THINK THEY 


MUST BE SLIPPING. 


i 
. 


with a cover 


MAIL COUPON for new 6x9 sample 
book of Hammermill Cover Papers. Its 
48 pages, Dura-Glo bound, are tab- 
indexed for easy reference. It helps you 
visualize quickly colors, weights and 
finishes of the 712 items in which 
Hammermill Cover can be obtained 
promptly by your printer. 


AA-Ma 


Please send me, without charge, the new sample 
book of Hammermill Cover Papers 


Position 


(Please attach to your business letterhead) 
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N. Y. Printers Sponsor 
3-Day Production Show 


A review of latest trends in print- 
ing and reproduction equipment will 
be presented by the New York Em- 
ploying Printers Association at the 
Hotel Astor March 21-23. About 100 
machinery and supply companies 
will be represented in the exhibition. 

Among the subjects to be covered 
are type designs, paper finishes, bind- 
ings and inks. Emphasis will be 
placed on new equipment designed 
to increase production and improve 
quality. 


New Plate Perfection 
Is Offered by Reilly 


The electrotype development “of 
the century” was announced last 
week by Reilly Electrotype Company, 
New York. The new technique, called 
“Vacuum Electrotype Plates,” is said 
to insure more faithful reproduction 
of details. 

Tracing the progress of electro- 
typing from 1837, when it was dis- 
covered, to the present, the company 
said the new technique was devel- 
oped and perfected in its own labora- 
tories. 


Chait on Sales Staff 


Larry G. Chait, formerly with the 
Manders Company, Inc., New York. 
has joined the sales staff of Offset 
Reproductions, Ine., New York. 


: COPY CHASER 


AVIATION DUE 
FOR HEAVIEST 
PROMOTION RIDE 


Air Line Executives Point to 
Profits Problem 


By B. K. ANDERSON 


Kansas City, Mo., March 10.—-That 
the air transport industry is faced 
with the greatest advertising and 
promotional fight in its history was 
made clear here today by major air- 
line officials, in interviews with Ap- 
VERTISING AGE. The prelude to this 
statement came earlier this year 
with the report of the Air Transport 
Association of America. It said that 
although passenger traffic increased 
15 per cent, express 25 per cent, and 
air mail made substantial gains, the 
industry as a whole lost $3,000,000 

Kenneth O. MacLeod has joined the | 1! 1987, after two preceding profit- 
copy department of Ronalds Adver-| able years. 
tising Agency, Ltd., Montreal. | The report 


Oren Arbogust, Chicago copywriter, 
has designed this special desk so that 
every tool of his trade is within reach. 


Flat file drawers capable of holding 


newspapers, a dictionary, typewriter, 
type specimen books, drawing board 
and other tools pop out as drawers 


continues that’ the 


TRY THE ONLY 
REAL TEST OF A 


WHISKEY 


Pour some in 
a glass 


and drink it 


Fas be P 


BOURBON WHISKIES 


90 PROOF 


MONOGRAM 


BLENDED WHISKEY 
90 PROOF 

The straight whiskey in this product 

is seven years old, 25% Straight 

Whiskey, 75% Grain Neutral Spirits. 


FREE .o.cce soncs, 


“Old American Handicap,’ are 
for the asking. Have fun with 

your friends. : 

Write ormail 
the coupon and get 6 


FREE GAMES 


| THE AMERICAN DISTILLING CO., Ine. 
135 EB. 42nd Street, New York City, Dept. N-34 
| Please send me my 6 free "Old 
| American Handicap Games” 
| Vame 
| Address 
|  —— State 


EST. 1892 + PEKIN, ILL. 


STRAIGHT RYE and STRAIGHT 


! 
l 
l 
! 
| 
4 


THE AMERICAN DISTILLING CO. , Inc. 


SAUSALITO, CALIF. + PHILA., PA.» GRETNA, 


THE MAGAZINES THAT 


made America 


“AMERICAN CONSCIOUS” 


American Distilling wanted to tell America about their good 
“Old American” Brand Whiskies. Naturally they wanted 
their money spent where it would tell this story LOUDEST 
to the GREATEST NUMBER of GENUINELY INTER- 
ESTED PEOPLE. 


Their alert Agency, Buchanan & Company, put this 
copy into nine nationally famous monthly and 
weekly magazines including the powerful HUNT- 
ING & FISHING and NATIONAL SPORTSMAN 
combination, with 700,000 net paid circulation, 


A. B. C, 


Average cost-per-inquiry at end of 2nd month for all maga- 
zines was $1.00. HUNTING & FISHING and NATIONAL 
SPORTSMAN produced a total of 5658 replies at a cost of 
only 37¢ each. 


This HUNTING & FISHING and NATIONAL SPORTs- 
MAN combination out-pulled the next national general mag- 
azine—a weekly—by 2 to 1. Returns have since poured in 
so steadily this cost-per-inquiry is now only 18c¢ which of 
course reduced the total average. Over 25% of all returns 
came from HUNTING & FISHING and NATIONAL 
SPORTSMAN—double our quota. 


Yet this isn’t unusual. These two dom- 
inating books are doing the same for 
other man-appeal advertisers every 
month. THE SAME TREMENDOUS 
BUYING POWER IS AT YOUR DIs- 
POSAL. 


IF YOUR STORY HAS MAN-APPEAL, TELL IT TO THE 
700,000 GUARANTEED ENTHUSIASTIC AD-READERS OF 
Hunting & Fishing and National Sportsman—favorites for 
over half the country’s reading outdoor public. At current 
rates (such as 99c per thousand of these guaranteed readers, 
or $693 per column) with known additional readershi 
trebling this audience—-HERE’S YOUR BEST ADVERTIS- 
ING BUY ON ANY LIST IN THE UNITED STATES— 
BAR NONE. 


HUNTING & FISHING enjoys greatest voluntary 
circulation of any man’s magazine in the world. 
NATIONAL SPORTSMAN is the oldest outdoor 


magazine in the country under one publisher. 


Write today for complete details and rates to 


NATIONAL SPORTSMAN, INC. 


275 NEWBURY STREET 
BOSTON, MASS. 


LA. 


STAR PROMOTON 


Louis R. Swenson (right), Los Angeles 
salesman for their Bendix Home Laundry, 
gets rapt attention from a pair of newly- 


weds, Betty Grable and Jackie Coogan. 


cause of this deficit was extensive 
purchases of new equipment in an- 
ticipation of future needs along 
safety and modernizing lines, in- 
creased promotional budgets to meet 
competition, and increased labor, ma- 
terial, operation and maintenance 
costs. 

The consensus among airline offi- 
cials concerning the “increased pro- 
motional budgets” is that a_ stag- 
gering percentage of-the airlines 
competitive advertising and promo- 
tion has reversed its purpose. Harold 
Holmes, Transcontinental & Western 
Air advertising manager, said that 
the industry is now forced to conduct 
huge campaigns aimed at tearing 
down the walls of sales resistance 
which its own promotions have built. 

“We have publicized the glamor 
of flying to the extent that we have 
convinced the major portion of our 
prospective passengers that flying is 
adventurous and costly, both of 
which ideas are wrong,” he declared. 

“It now falls to our lot to teach 
them, through extensive advertising 
and promotion, that flying is a prac- 
tical major industry of transporta- 
tion,” he said. 


Hit Competitive Copy 


The second line of adverse public- 
ity cited along this line is competi- 
tive advertising within the ranks of 
airline advertisers, the most in- 
jurious along this line being the 
claims of some that other lines were 
not so safe as theirs, officials said. 

According to TWA records, there 
are 2,500,000 persons in the United 
States who can benefit from, and 
well afford to travel by air. Of this 
number 250,000 now use air transpor- 
tation regularly. It is toward the 
remainder of this group that the big 
guns of air advertising are trained. 

TWA recently questioned 1,700 of 
this group as to their reasons for not | 
flying. More than half replied that 
they were afraid of flying, and most 
of the remainder said that they 
thought it was too costly and stated 
that they did not know that air 
travel costs were on a par with train- 
Pullman rates. 

“It is against this fear of flying 
and ignorance of costs and related | 
matters that TWA is throwing its | 
1988 campaigns of comfort, conveni- | 
ence, cleanliness, safety, low rates, 
things to see, and practicability of 
flying,” said Mr. Holmes. 

TWA’s part of the estimated $1,- 
500,000 spent by airlines in 1937 for 
advertising was divided, 50. per 
cent to newspapers and other im- 
mediate media that localized the 
copy. 15 per cent to national maga- 
zines and periodicals, 25 per cent | 
to direct mail, and the remainder to | 
posters, window displays, and other 
media. 

Reduction of air travel trip insur- 
ance rates, which went into effect | 
Jan. 1, and places this insurance on | 
a par with that of land travel, has 
cut the cost of this service from 50 
to 75 per cent, according to the Air 
Transport review. This theme has 
been and will continue to be strongly 
stressed in air advertising, Mr. | 
Holmes said. 

There is a 


strong development 


| within the air transportation indus- | 


try toward building of good wil 
promotion, Mr. Holmes said, and 
gave as an example TWA’s instruc. 
tions to all employes to give cor. 
rect, easily understood information 
as to trip weather conditions to al] 
persons before selling them passage, 
This, he said, is a strong depar. 
ture from the technical, confusing 
information given by many lines in 
the past. In his opinion it does 
away with delays, awkward stop. 
overs, and passenger-confusing re. 
routings often experienced by air 
travelers in the past. 

Also cited were examples of com. 
petitive advertising which have 
caused such instances as the recent 
United Air Lines-American Air Lines 
tangle over the American “Low Leye| 
Route” campaign. It was contended 
openly that the campaign not only 
hurt airlines as a whole but also 
varied from the facts. 


New Promotion Angles 


Advertising of airlines not only of. 
fers new problems in construction, 
but also in placement, according to 
Mr. Holmes. Following a much-pub- 
licized air accident, advertising is of 
little use for about a week’s dura- 
tion. Constant vigilance is neces. 
sary in make-up, in that advertise- 
ments of airlines have often ap- 
peared on the same page with pic- 
tures and stories of air disasters, 
which, of course, destroys their 
value. 

In getting away from the “glam- 
or” advertising and promotion, and 
shifting to the theme of “Airlines 
are an important industry,” TWA, 
as well as other major lines; is 
making extensive use of such facts 
as: 70 per cent of airline passengers 
are between the ages of 30 and 50; 
two years ago planes cost from $60, 
000 to $65,000, two years from now 
they will cost $500,000. 


Explains Sales End 


In explaining the sales end of the 
aviation business, J. B. Walker, vice- 


president of TWA, said, “The sales © 
end of the aviation business is much © 


as in any other business. The coun- 
try is divided into territories with 


individual sales managers and sales- | 
Selective selling must be em- 


men. 
ployed for the most part. The script 
plan is sold for volume users. 

“In gaining repeat business every 
passenger is card-indexed in the 
company files. Direct mail is em- 
ployed in keeping him informed of 
services to be had, change of sched- 
ules, and other air travel informa- 
tion.” 


Elliott Opens Studios 


George Elliott, creative artist, for- 
merly with Hearst Business Publica- 
tions in a design capacity, has opened 
his own studios at 8 W. 40th street, 
New York. 


Bates Names Agency 


Bates Chevrolet Company, Inc. 
New York, Chevrolet dealer, has re 
tained Rosette Advertising Corpora: 
tion, New York, as its advertising 
counsel. 
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Direct - Mail - Advertising 
Automatic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 
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ADVERTISING AGE 


TENDERNESS OF 
SPRING CHICKEN 
CLAIM FOR HAM 


Swift's Premium Also Boasts 
New Easter Garb 


Chicago, March 10.—With its noted 
Premium ham boasting both a new 
spring chicken tenderness and new 
spring garb, Swift & Co. will place 
one of the largest and most closely 
knit campaigns in its history back 
of this traditional Easter dish. Full 
pages in color in more than 50 news- 
papers today told housewives of the 
new Premium ham which retains its 
famous flavor and firm texture, yet 
“is tender as spring chicken.” 

Six magazines will take up the 
story later in an effort to create a 
desire for the new product which 
will endure throughout the year. 
Back of the scenes, salesmen and 
dealers are cooperating to this end 
on a schedule as perfectly timed as 
the onslaught of a perfectly trained 
army. 

Though the new “spring chicken” 
tenderness story is receiving major 
attention in the new campaign, Swift 
& Co. is devoting almost as much 
space to introduction of the new 
package, designed both for clearer 


identification of the product and to 
make imitations more difficult. 


The 


former has been attained through 
simplification and addition of lines 
which form a plaid with the Swift 
name imprinted in the squares at 
regular intervals. The latter ob- 
jective has caused the company to 
lift the letter “S” from the oval in 
Which it formerly stood and to place 
it on the sides, framed in ornamental 
script. The repackaging program ex- 
tends to the entire Premium line, 
colors being shifted to identify prod- 


ucts using the same general trade- 
mark, 


Magazine copy will take full ad- 


THE CHICAGO 
DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE 
CIRCULATION IN THE CITY 


i News Plaza, 400 West Madison 

ek Chicago; New York Office: 9 

Ockefeller Plaza; Detroit Office: 411 

a Motors Building; San Francisco 
‘ce: Hobart Building. 


vantage of the illustrative possibili- 
ties of direct color which a year ago 
sent more than 1,000,000 consumers 
to meat stores in quest of informa- 
tion as to how such an appetizing 
ensemble may be created. This year 
Swift has outdone itself in establish- 
ing new standards of hospitality for 
the hostess to envy, while promising 
her detailed information through her 
dealer. 


New Easter “Fixings” 


The dish of ham, garnished with 
edible lilies, which was featured in 
1937, is supplemented this year by 
gaily colored Easter eggs, Nicolas 
Muray photographing the tantalizing 
combination. The same photographs 
which appear in women’s magazines 


will also form the basis for window 
and counter displays designed to link 
together all units of the campaign 
and insure action at the point of 
sale. 

Swift salesmen have been busy, fol- 
lowing sales meetings in all parts of 
the country, installing this display 
material in the stores of selected 
dealers. The counter display, 
equipped with an easel, also has a 
pad of instruction blanks attached 
for the use of consumers. These 
sheets tell how to secure the decora- 
tive effects, as well as how to pre- 
pare the Premium ham. New pads 
may be attached to the card. 


Getting Dealers Interested 


Swift salesmen also sent names of 
aggressive dealers to Leo Nejelski, 
advertising manager. These retail- 
ers shortly received a mysterious 
card, to which was attached a key. 
Said this harbinger: 

“Very shortly you will receive a 
package so important that it is 
locked. This key will open it. Put 
the key in the cash register and be 
ready to unlock a package that will 
mean a lot to you. Swift & Co.” 

Salesmen delivered the padlocked 
envelope on a time schedule which 
insured receipt while interest ran 
high. The lock opened, the envelope 
turned out to contain promotion ma- 
terial for the store, including ban- 
ners and arrow displays for use with 
massed packages of Premium ham, 
as well as a sheet giving complete 
instructions for use. More than 50,- 
000 such displays will greet consum- 
ers as the campaign swings into its 
final stages, Mr. Nejelski predicted 
on the basis of past experience. 

Magazines on the schedule are 
Good Housekeeping, This Week, 
Ladies’ Home Journal, McCall's, Pic- 
torial Review and Woman’s Home 
Companion. The agency is J. Walter 
Thompson Company. 


Newspapers for Margarin 


Eastern, Central and Southern 
newspapers will be used by the 
Capital City Products Company, Col- 
umbus, O., for an educational cam- 
paign on Dixie Margarin. 


Lightolier to Ayer 


The Lightolier Company, New 
York, manufacturer of lighting fix- 
tures and portable lamps, has ap- 
pointed N. W. Ayer & Son, New York, 
as advertising counsel. 


Cartlich Returns 


George Cartlich has returned to 
Woolf Brothers, Kansas City, Mo., as 
advertising manager. 


Krey to French 


Krey Packing Company, St. Louis, 
has appointed Oakleigh R. French, 
Inc., St. Louis, to direct a campaign. 
Newspapers, posters and radio will 
be used. 


To Start WHAI 


John W. Haigis, founder and 
former publisher of the Daily Re- 
corder, Greenfield, Mass., will open a 
new radio station, WHAI, in Green- 
field early in April. 


Issues Party Idea 


A Newspaper Party, home enter- 
tainment complete from invitations 
to place cards, has been issued by 
Give-A-Party, division of the Business 
Journalist Press, 500 Sherman street, 
Chicago. 


Survaunt Opens Office 


Richard E. Survaunt, formerly dis- 
play department manager of Brown 
Shoe Company, St. Louis, has opened 
an office at 221 Fullerton bidg., 
St. Louis, as advertising counsel. He 


will specialize in point-of-sale adver- 
tising. 


Sneider Moves Offices 


A. M. Sneider & Co., New York, 
has announced its removal to larger 
offices at 527 Fifth avenue. The tele- 
phone number is Murray Hill 2-2662. 


February Shows 
Promotion Copy 
Gain of 13.81% 


Chicago, March 9.—Promotional 
advertising placed in the advertising 
press during February increased 
34,370 lines or 13.85 per cent over 
January, according to a report re- 
leased here today. The February 
total was 282,408 lines against 248,- 
038 lines for the preceding month. 

Compared with February a year 
ago when the publications on which 
this report is based carried a total 
of 347,438 lines, last month showed 
a loss of 65,030 lines or 18.71 per 
cent. 

For the second month, magazines 
led in the amount of space used 
with 80,346 lines or 28.45 per cent 
of the total. Newspapers followed 
with 63,294 lines or 22.41 per cent. 
Other important classifications and 
the amount of space used were: pa- 
per, 22,806 lines or 8.07 per cent; 
radio, 22,456 lines or 7.95 per cent; 
business papers, 21,826 lines or 7.72 
per cent; advertising production, 
20,874 lines or 7.39 per cent; and 
agencies, 14,140 lines or 5 per cent. 

Linage records of the 


publica- 


27 
tions on which this tabulation is 
based are: 

ADVERTISING AGE (W)’........ 107,492 
Advertising & Selling 

Se WD “ean ceecncececves 51,772 
i tf 40,082 
Printers’ Ink Monthly........ 24,402 
Sales Management (sm)..... 31,780 
Pe ED. 55 oa wes ne nee eee we 26,880 


P&G to Award $1,000 
Daily in Camay Contest 


Procter & Gamble Company, Cin- 
cinnati, will sponsor a national con- 
test for Camay soap and will award 
$1,000 a day for 30 days from March 
28 through May 6. Forty Emerson 
radios will be given daily to dealers 
named by the prize winners. 

Winners of the best sentences ctom- 
pleting “I believe Camay is best for 
my complexion because .. .” will be 
announced beginning April 4 over 
Camay’s radio program, “Pepper 
Young’s Family.” Pedlar & Ryan is 
the agency. 

P&G will also sponsor six weekly 
contests for Crisco from March 21 
through April 25 and will award 
$6,000 in cash and 1,200 Westing- 
house vacuum cleaners. 


Winberg to Dermetics 
Clarence J. Winberg, formerly as- 
sistant to the advertising manager of 
Carnation Company, Seattle, has 
joined Program Dermetics, Portland, 
as Pacific Coast sales manager. 


Hardware Age offers you 


Effective coverage of the hardware 
trade both wholesale and retail. 


ts 21,10 


(the all-time high in Hardware Age circulation) 


give you high reader interest contact— 


A. B. C. 
net paid 


Retail 


tion advertising— 


And 


Wholesale 


In 1937— 


national hardware papers 
93% 

and 
11% 


And 


only. 


national hardware papers 


Over 


11% 


Of manufacturers using 


advertised in 
Hardware Age 


of these used 
Hardware Age 


of all advertising published in 


was placed in 
Hardware Age 


os A Chilton 


_ Publication 


Subscribers 


with 14548 retail hardware men in 14134 retail 
hardware stores,—nearly all the hardware 
stores you can hope to reach through publica- 


with 3253 executives, buyers and travelling 
salesmen in 516 wholesale hardware houses 
—all the general hardware jobbers there are 
plus their branch houses. 


The contacts with these live hardware men 
are kept bright for you by a continuing reader 
interest of a very high order... For three years 
the Hardware Age renewal rate has been 
substantially 80%—a renewal rate rarely 
equalled by merchandising papers. 


Your advertisement entrusted to Hardware 
Age will attain practical saturation of the 
hardware trade, and under the most favorable 
auspices of live reader interest. 


Let Hardware Age help you make your 1938 
sales record a pleasant one. 
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Earnings of 
Advertisers 


Quaker Oats Company 


Report shows net income of $4,- 
209,521 for the year ended Dec. 31, 
1937, compared with $5,671,927 in 
1936 and $4,094,988 in 1935. John 
Stuart, president, told stockholders 
that adverse operating conditions be- 
cause of short grain crops and re- 
duced domestic production were 
mainly responsible for the decrease 
in the 1937 earnings. 


Westinghouse Electric 


Net income in 1937 amounted to 
$20,126,408, compared with the 1936 
income of $15,099,291, an increase of 


— — 5 
Circulation This issue 60.000 | 


CTICAL BUILDER 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


CHEVVY MARKS TENTH YEAR OF "CATALOG" COPY 


_ Take your choice of any. 
one of these besutiful 
new Chevrolet models and - 


For only Chevrolet brings 
you all of Chevrolet's moder 
features at such low delivered 
prices and with such aut- 
standing all-round economy. 


10th year in which "catalog" advertisements have been presented. Campbell-Ewald Company is the agency. 


33 per cent. Sales in 1937 increased 
34 per cent, totaling $206,348,307, 
against $154,469,031 in 1936. 


Bon Ami Company 

For the year ended Dec. 31, 1937, 
net income was $1,391,282, compared 
with $1,221,676 in 1936. 


McCall Corporation 

Report shows net profit of $673,- 
480 for 1937, compared with $1,186,- 
943 in the preceding year. Net sales 
in 1937 totaled $12,242,433 against 
$11,788,320 in 1936. 


Sterling Products 

For the year 1937, consolidated net 
profit amounted to $9,016,243, com- 
pared with net earnings of $8,669,061 
in 1936, an increase of 4 per cent. 


Net sales for 1937 were $33,852,853, 
against $31,250,389 in the previous 
year. 
Sun Oil Company 

Report for the year ended Dec. 31, 
1937, shows net earnings of $9,544,- 
085, compared with net earnings of 
$7,563,554 in 1936, an increase of 26 
per cent. 


National Biscuit Company 

Gross sales in 1937 were $101,942.- 
900, against $96,758,247 in 1936, and 
net income for 1937 was $11,895,111, 
compared with $12,940,077 in 1936, a 
drop of 8 per cent. The decrease in 
net income, President Roy E. Thom- 
linson told stockholders, was caused 
largely by increased costs of raw 
materials and increased expense for 


old age benefit and unemployment 
compensation taxes. 


Texas Gulf Producing 

For 12 months ended Dec. 31, 1937, 
net income amounted to $654,293, 
compared with $852,624 for 1936, a 
decrease of 23 per cent. 


Bigelow-Sanford Carpet 

Net income for 1937 was $562,613, 
compared with $1,672,206 in 1936. 
Net sales totaled $29,309,102 in 1937, 
against $27,058,670 in the preceding 
year. 


Kennedy Appointed 


Douglas Kennedy has been ap- 
pointed advertising manager of 
Golfer & Sportsman, Minneapolis, 


succeeding William Webb. 
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Buying Power 
Was Down 13% 


for January 


Minneapolis, March 10.—Buying 
power of the public declined 13 per 
cent in January, according to the 
monthly study of Investors Syndi. 
cate, released here today. This was 
the third successive month, after an 
uninterrupted gain of two and one. 
half years, in which the public saw 
its income diminishing in terms of 
what it would buy. No comparable 
figures, however, were available for 
January, 1936. 

Consumers were caught this Jan. 
uary between two adverse forces, ac. 
cording to the survey. One is the de 
cline in income, the other an advance 
in prices. Rents have taken their 
toll of the family purse, the public 
paying $1.07 in January for the same 
quarters which were available for 
$1 in January, 1937. 


Prices Too High 


While clothing is also more costly 
than a year ago, other living costs 
have declined somewhat, offering a 
ray of hope that the balance will be 
restored. However, the survey said, 
the lag between retail and wholesale 
prices is now being reflected in retail] 
quotations which are too high to en. 
courage buying, and are much higher 
than replacement values. 

Food has declined in price, 95 cents 
now buying as much as $1 a year 
ago. Automobiles, amusements, per- 
sonal services, and other miscellane- 
ous needs have dropped one cent, in 
comparison with the dollar of a year 
ago. Wage earners have been harder 
hit than white collar workers, while 
investment income is still near the 
peak. 


Pan-American Coffee 


Bureau Names Kudner — 


Pan-American Coffee Bureau, New 


York, has appointed Arthur Kudner, ~ 


‘bee A A AI an a. aa 


imp 
sig! 
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» ecol 


Inc., New York, to handle its adver) * 


tising. 


The Bureau, in conjunction with |~ 


the Associated Coffee Industries of 
America, has planned a $600,000 ad- 


vertising program to increase coffee | 


consumption in the United States, as 
reported in the Jan. 17 issue of 
ADVERTISING AGE. 


Resumes Presidency of 
Hiram Walker Company 


H. C. Hatch will resume the presi- 
dency of Hiram Walker-Gooderham & 
Worts, Ltd., in addition to his duties 
as chairman of the board. 

Howard R. Walton has been ap 
pointed general manager, succeeding 
the late W. J. Hume, former president 
and general manager. 


Plan N. E. Campaign 


The New England Council plans 
a special campaign in national maga 
zines prior to its major summer vaca 
tion drive which starts May 1. The 
earlier drive will be devoted to the 


selling of New England as a section § 


suitable for the rental of a home. 
Batten, Barton, Durstine & Osbor?, 
Boston, is the agency in charge. 


Hoffman, Raschick Named 


Milt Hoffman and Walter Raschick, 
formerly with Golfer & Sportsmay 
Minneapolis, have been appointed t 
handle advertising for the Northwes 
Sportsmen’s Show to be held in Mil 
neapolis, April 16-24. 
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AGENTS IGNORE 
PROPER DESIGN, 
MANGAN ASSERTS 


By MURRAY E. CRAIN 

Chicago, March 10.—A scathing ar- 
raignment of advertising agencies for 
their alleged indifference to modern 
design was delivered in Fullerton 
Hall, Art Institute of Chicago, last 
night by James T. Mangan, director 
of advertising and merchandising, 
Mills Novelty Company, Chicago, in 
opening a new lecture series spon- 
sored by the Society of Typographic 
Arts. 

Mr. Mangan, taking up the cudgels 
in behalf of the Sinel Report, re- 
cently described in ADVERTISING AGE, 
held that the advertising press is as 
negligent as agencies in ignoring de- 
sign, which he designated as the most 
vital force in industry and com- 
merce today. Agencies, Mr. Mangan 
contended, have tended to specialize 
in merchandising proficiency at the 
expense of proper design. 

Mr. Mangan analyzed the advertis- 
ing which appeared in recent issues 
of ADVERTISING AGE and Fortune, and 
found both equally guiltless of any 
knowledge of design. The ADVERTIS- 
ing AGE copy was given the follow- 
ing ratings, from the viewpoint of 
design: 

Old-fashioned, 30 per cent; pseudo, 
60 per cent; imperfect, 10 per cent; 
true, zero. 

Fortune copy fared even worse in 
Mr. Mangan’s ratings, its advertising 
being characterized as 80 per cent 
old-fashioned; pseudo, 15 per cent; 
imperfect, 5 per cent, and true de- 
sign, none. 

Good design means efficiency and 
_ economy, Mr. Mangan contended, and 
> not beauty, as some believe. He ad- 
mitted that functional beauty is often 
a by-product of perfect design, but 
said that this factor should be left 
to take care of itself. 


Criticised U. S. Copy 


ht in NR 


Mr. Mangan criticised advertising 
of the United States Government as 
being out of tune with the times. 
Dictators abroad, he asserted, have 
been able to maintain their positions 
with advertising which is truly de- 
signed, hence moves the masses. The 
United States Government’s copy, on 
the other hand, cannot be interpreted 
by the average reader in terms of 
his own needs. 

Mr. Mangan also rapped many mod- 
ern theories of advertising, including 
some which have gained wide accept- 
ance. The idea that it is possible to 
isolate 27 factors which will make 
advertising infallible was character- 
ized as “half baked.” 

The series of STA lectures con- 
tinues March 22 and 29. “Design in 


a tetera els Cine. 


Type and Typography” will be dis- 
cussed March 22 by R. Hunter Mid- 
dleton, department of type face de- 


———__ 
— 


a 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Insures False Teeth 
Against Fire, Theft 


London, England, March 3.— 
Have your false teeth ever 
been stolen or trapped in a 
fire? Milton Proprietary, Ltd., 
this week is promoting insur- 
ance on false teeth against fire, 
theft and accidents to regular 
users of its denture powder. 
Current copy, headlined “False 
Teeth Insured,” and warning 
users to avoid expensive re- 
pairs and replacements, asks 
regular users to clip the cou- 
pon for full particulars of the 
false teeth insurance plan. 


sign, Ludlow Typograph Company; 
Norman W. Fouge, director, Black 
Cat Press, and Bert Ray, art director, 
Runkle-Thompson-Kovats, Inc. 

“Design in Layout and Illustra- 
tion” will be the subject March 29, 
the speakers being Harry J. Higdon, 
advertising manager, Phoenix Metal 
Cap Company; Dale Nichols, painter, 
illustrator and designer, and Don 
Wallace, photographer for Coronet 
and Ken. 


Council Plans Four-Week 


Drive on Egg Surplus 


A total of 153,000 independent food 
retailers from coast to coast will 
stage a cooperative egg campaign 
during the weeks of March 14, April 
4, April 26 and May 16, under aus- 
pices of the Independent Food Dis- 
tributors Council. 

While no advertising pool is 
planned, it was announced that all 
the major grocery groups in this field 
would divert a substantial portion of 
their regular promotion to stimula- 
tion of the egg market. These groups 
include National Association of Re- 
tail Grocers, Clover Farm Stores, In- 
dependent Grocers Alliance, National 
American Wholesale Grocers Associa- 
tion, National Brands Stores, Na- 
tional Retailer-OWwned Grocers, Inc., 
National Voluntary Groups, National 
Industrial Stores Association, Red & 
White Corporation, United Buyers 
Corporation and Volunteer Food 
Stores & Associates. 


Newspapers Advertise 
Value of Advertising 


More than 1,600 newspapers and 
farm publications in the United 
States and Canada will publish ad- 
vertisements in the “Advertising Ad- 
vertising” series prepared by N. W. 
Ayer & Son, Philadelphia. 

The Ayer advertisements, written 
to promote better public understand- 
ing of advertising and to encourage 
the purchase of advertised goods and 
services, are offered to publishers 
without charge and contain no refer- 
ence to the agency. 


Diener Starts Agency; 


Has Five Accounts 


Wm. L. Diener, Ine., Chicago 
agency, has been organized at 919 
N. Michigan avenue. The telephone 
number is Delaware 5633. 

Accounts handled by the agency 
are Knape & Vogt Mfg. Company, 
Grand Rapids, Mich.; Martin Band 
Instrument Company and The Ped- 
ler Company, Elkhart, Ind., and 
Story & Clark Piano Company and 
Chicago-Latrobe Twist Drill Works, 
Chicago. 


“Art Quarterly” to Be 


Issued 6 Times Yearly 


Beginning with the September-Oc- 
tober issue, Professional Art Quar- 
terly, Madison, Wis., will be called 
Professional Art Magazine and will 
be issued six times yearly. 

Frederic K. Mizen, director of 
Frederic Mizen Academy of Art, Chi- 
cago, has been named a member of 
the editorial board of the publication. 


Form Harvell Company 

Harvey G. Weiss, formerly with 
the Los Angeles Examiner, and Ed- 
ward S. Tuttle, formerly with Bige- 
low Press, Inc., have organized Har- 
vell Mfg. Corporation, South Bend, 
Ind., to manufacture paper waste 
baskets for chain stores. 


Joins News Features 


Edward M. Powell has resigned 
from Institute of Public Relations to 
join News Features, Inc., New York, 
as vice-president. He was formerly 
publicity director of N. W. Ayer & 
Son. New York. 


Coming 
Conventions 


March 21-22—Annual convention, 
Interstate Circulation Managers As- 
sociation, Wilmington, Del. 

March 22-25—Annual Packaging 
Exposition of American Management 
Association, Palmer House, Chicago. 

April 20-23— Annual convention, 
American Association of Advertising 
Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

March 29—Annual convention, Ex- 
port Managers Club, Hotel Pennsyl- 
vania, New York. 

March 31-April 1—Annual conven- 
tion, Hotel Sales Managers Associa- 
tion, Atlantic City. 

April 26-29—Annual convention, 
American Newspaper Publishers As- 


sociation, Waldorf Astoria Hotel, 
New York. 
May 5-7—Annual convention, As- 


sociated Business Papers, Greenbrier, 
White Sulphur Springs, W. Va. 

May 22-25—Annual convention, 
National Paper Box Manufacturers 
Association, Hotel Cleveland, Cleve- 
land. 

May 3-7—Annual convention, Pre- 


mium Advertising Association of 
America, Chicago. 

May 10-12 — Annual convention, 
Lithographers National Association, 


The Homestead, Hot Springs, Va. 


May 13-14 — Annual convention, 
Advertising Affiliation, Hamilton, 
Ont. 

May 30-June 1 — Annual conven- 


tion, Southern Newspaper Publish- 
ers Association, Biloxi, Miss. 


June 12-15—Annual_ convention, 
Advertising Federation of America, 
Statler Hotel, Detroit. 

June 26-30 — Annual convention, 
International Association of Display 
Men, Mayflower Hotel, Washington, 
mE: €. 

June 
Pacific 
tion, Ambassador 
geles. 

July 3-5—Annual convention, Trade 
Association of Advertising Distrib- 
utors, Detroit. 

Aug. 23-25 — Annual convention, 
Outdoor Advertising Association of 
America, Denver. 


26-30 — Annual convention, 
Advertising Clubs Associa- 
Hotel, Los An- 


Sept. 19-23—-Seventh International 
Management Congress, Washington, 
D. C. 


Sept. 21-23 — Annual conference, 


National Industrial Advertisers As- 
sociation, Statler Hotel, Cleveland. 
Sept. 28-Oct. 1—-Annual conven- 


tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 8-9—Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 31-Nov. 3 — Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 


Annenberg Papers 
Go to Philadelphia 


Click and Radio Guide, published 
by M. L. Annenberg, have moved 
their general offices from Chicago to 
Philadelphia. Only press work will 
be done in Chicago hereafter. 

Mr. Annenberg is also publisher of 
the Philadelphia Inquirer. 


Fairfax Gets Denman 

H. W. Fairfax Advertising Agency, 
New York, has been named to handle 
a direct mail, business paper and 
point-of-sale drive for the new Den- 
man retreadable tire of Denman Tire 
& Rubber Company, Warren, O. 
Marshall F. Bachenheimer is account 
executive. 


Muldoon Resigns 
James M. Muldoon, for the past 
three years sales promotion and ad- 
vertising director of the New York 
Law Journal, has resigned effective 
April 1. 


ARTISTS ®* 
PL 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


\————- os 9 { 


workmen 


All Departments 


Printing 


Catalogues e Publications « General Printing 
Direct Mail Advertising 


COPYWRITERS 


ENGRAVERS 
ANNING 


OUR SERVICES 
TYPESETTING 


(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 


(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 


(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 


(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 


(Planning, copywriting, design- 
ing, photographing and artwork) 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


*f 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


Polk and La Salle Streets” 


© ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


RIGHT PRICE 


Because of superior 
facilities and efficient 
management 


Chicago, Illinois 
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ADVERTISING AGE 


ee 


Business Papers 
Will Compete for 
Editing Awards 


- 


Chicago, March 7.—Three annual 
awards to business paper publishers 
for editorial achievement have been 
established by Industrial Marketing, 
according to an announcement in the 
March issue of that publication, 
which covers the field of selling and 
advertising to business and industry. 
The contest is open to all business 
paper publishers and is designed to 
stimulate more thought toward im- 
provement of editorial content and 
general appearance of these publi- 
cations. 

Awards will be given to those pub- 
lishers entering the competition 
whose publications are adjudged best 
under three entry classifications: (1) 
best series of articles, editorials, or 
general editorial campaign around a 
definite objective; (2) best single 
article or editorial pertinent to the 
advancement and welfare of the field 
served by the publication; (3) great- 
est improvement in typography and 
format and general appearance. Hon- 
orable mentions also will be given 
under each classification. 

A jury of awards will pick the 
winners, and presentations will be 
made at the annual conference of the 
National Industrial Advertisers As- 
sociation at Cleveland, Sept. 21-23. 
The jury comprises: Julius S. Holl, 
advertising manager, Link-Belt Com- 
pany; William E. McFee, chief copy- 
writer, The American Rolling Mill 
Company, Middletown, O., and past 
president of the NIAA; Walther Bu- 
chen, president, The Buchen Com- 
pany; Harvey A. Scribner, president, 
Russell T. Gray, Inc., and William F. 
Kittridge, director of design and 
typography, R. R. Donnelley & Co., 
printer. Entries must be submitted 
prior to Aug. 1. 


Agency Changes Name 

Buggeln & Smith Advertising 
Agency, New York, has changed its 
name to Buggeln, Smith & Graham, 
Ine. 


7 G-E Sells New 


Floor Polisher 


A star General Electric salesman takes a 
| movie star in Hollywood for a “ride” on 
the new GE high speed floor polisher— 


—and makes a sale as both exhibit satis- 
faction. 


To Nash-Kelvinator 
George W. Walker has been re- 
tained as consulting designer of 
Nash-Kelvinator Corporation, Detroit, 
and will collaborate with designing 
engineers of both automotive and re- 
frigeration divisions. 


Form Wall Paper Guild 


The Wall Paper Guild of America, 
Inc., has been organized by Joseph 


Gooch, Jr., Harry E. Conrad and 
D. E. Anderson at 369 Lexington 
avenue, New York, to promote the 


use of better grades of wall paper. 


“Look” Names Chappell 


Lloyd B. Chappell, Los Angeles, 
has been appointed Pacific Coast rep- 
resentative of Look. 
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The bee-chasing 
technique has gone 


The ‘originals’ in Canada, to get their honey 
supply, caught a bee—released it—and, following 


the line in which it flew, 


eventually arrived at the 


bees’ nest and the luscious store it contained. 
Nowadays a kindly Government does the bee- 
chasing, and has found that the biggest honey-pot 
in Canada from the advertiser’s standpoint is in 
the Toronto district, from which it derives better 
than one-third of the entire income tax collected 


in Canada. 


Toronto also has great 


building expenditures and greater 
wealth than any other Canadian city. 


than 62 years the solid, 
Toronto have done thei 
The Evening Telegram. 


TORONTO is a 


er bank clearings, more 
per capita 
For more 
home-owning citizens of 
r major buying through 
Undoubtedly 


“TELEGRAM CITY 


THE EVENING TELEGRAM 


Largest Classified 
Toronto 


NEW YORK 


DAN. A. CARROLL 
110 E. 42nd St. 


Linage in Canada 
Canada 


CHICAGO 


J. E. LUTZ 
435 N. Michigan Ave. 


For an authoritative discussion of 
the mail-order business, consult the 
Encyclopedia Brittanica. You will 
find an interesting and accurate de- 
scription of the way a big operation 
like Sears, Roebuck & Co. is carried 
on. The article is signed with the 
initials R.E.W., which happen to be 
those of Gen. Robert E. Wood, presi- 
dent of Sears. 

There is only one error in the 
General's article, and that relates to 
a prediction that, due to the economy 
and efficiency of mail-order houses, 
the business would continue to ex- 
pand indefinitely. The article was 
written 10 years ago, however, and 
in that period a 
lot of things 
have happened, 
including the 
development of 
the big Sears, 
Roebuck chain 
store business. 

The annual 
report of Sears, 
Roebuck & Co. 
for 1937 will be 
issued shortly, 
and it will indi- 
cate a volume of 
about $575,000,- 
000 for the year. 
Mail-order business was responsible 
for only about 40 per cent of that 
total, however, with the 470 retail 
stores now in operation accounting 
for approximately $350,000,000 of the 
sales. 

Mail-order sales are not declining 
in proportion to the available busi- 
ness, but they are not increasing. The 
dollar peak was reached just before 
the depression started and, while 
Sears has continued to get what it 
regards as its share of the market, 
about 2 per cent of the country’s 
agricultural income, it has not been 
able to increase the percentage, nor 
to approximate the peak mail-order 
figures of the booming twenties. 

On the other hand, Sears, Roebuck 
& Co. has demonstrated ability as a 
store-keeper just as striking as that 
of operating a string of 10 big mail- 
order machines which grind out mer- 
chandise bought from the millions 
of catalogs distributed all over the 
country. Selling goods over the 
counter in competition with depart- 
ment stores, independent retailers 
and other chains, Sears has been pil- 
ing up volume in proportion to the 
number of stores in operation. 


Gen. R. E. Wood 


Store Prices Higher 


Incidentally, store prices of Sears 
products are from 3 to 15 per cent 
higher than those of the catalog, in- 
dicating what most people have long 
suspected, that the cry of high dis- 
tribution costs is merely an objec- 
tion to paying for wanted service. 
You can buy Sears, Roebuck mer- 
chandise from a catalog and order 
it through one of the 470 stores, if 
you want to, but you will get mail- 
order and not retail store service. 
The fact that 60 per cent of the 
Sears, Roebuck volume is through the 
stores is ample evidence that the 
public wants more, rather than less, 
service in buying at retail, and is 
willing to pay for it. 

The opportunity of looking over a 
varied stock, examining the merchan- 
dise, getting immediate delivery, and 
immediate adjustment or repair if 
the product is not satisfactory in use 

all of these are utilities which add 
to retail selling costs, thus increasing 
the price. but they are worth what 
they cost, in the opinion of the 
public. 

Automobiles and good roads were 
responsible for the big change in the 
future prospects of the mail-order 
business, by making it easy for the 
farmer and the farmer’s wife to go 
to town to do their shopping. Thus 
they supplied the reason for the basic 
change of policy in the merchandis- 
ing program of Sears, Roebuck & Co. 

However, that is not all of the 
story. Sears has four different kinds 
of retail stores, and the trend is to- 
ward the establishment of stores 
which are not at all like the typical 
big-city department store. As a mat- 


MAIL-ORDER BUSINESS 


Tail Is Now Wagging Dog With Sears, Roebuck, But 
Times Are Changing 
BY G. D. CRAIN, JR. 


ter of fact, Sears, Roebuck & Co., 
like many other important merchan- 
disers, sees another result of the gen- 
eral use of the automobile in a de- 
centralization of retailing. 

The difficulty of parking an auto- 
mobile in a down-town shopping cen- 
ter adds to the cost and inconven- 
ience of buying from a big depart- 
ment store. Hence the development 
of neighborhood shopping centers is 
proceeding at a rapid pace, and some 
merchandising experts believe that 
because of this situation the depart- 
ment store has seen its best days. 
Macy’s does a business of $100,000,000 
a year, and Marshall Field & Co. is 
credited with about $40,000,000 for 
its main store, but experts predict 
that these are maximum figures 
which are not likely to be exceeded 
and possibly will decline. 


Sears Program Flexible 


The Sears, Roebuck store program 
is flexible enough to adapt itself to 
the conditions confronted in each re- 
tail market. There are four different 
kinds of stores in its group: A, the 
typical, completely stocked depart- 
ment store; B-1, a smaller store with 
best seller items in hard goods— 
hardware, paints, farm supplies, etc. 
—and in soft goods like women’s 
wear and household furnishings; B-2, 
a store of similar character, but with 
most of the soft goods omitted, and 
C, the small store specializing mainly 
in tires and automobile accessories. 

Most of the stores are of the B-2 
classification, and that seems to in- 
dicate a trend toward the smaller 
store with merchandise somewhat 
limited in character, and appealing 
mainly to farmers and workers. At 
present, however, stores of this type 
sell only about 40 per cent of the 
retail store volume of Sears. 

Getting back to General Wood’s 
prediction about the future growth 
of the mail-order business, it would 
be well to note that chain stores are 
confronted at present with all sorts 
of legislative threats, in Congress and 
in state legislatures. They take the 
form of confiscatory taxes, which if 
put into effect will cripple or destroy 
the chain store business as at present 
constituted. 

Maybe that won’t happen; and the 
chances are that if the public has a 
voice in deciding the issue, it won’t 
happen. But if it should, then the 
trend now in effect in the Sears, Roe- 
buck business might be changed once 
more, and the chief effort of this 
great merchandising institution in 
behalf of its 48,000 stockholders and 
millions of customers might be ex- 
pended, as it was without interrup- 
tion for 40 years, in building mail- 
order business. = 


Tinklepaugh to Mathes 


Dr. O. L. Tinklepaugh has been 
appointed manager of the research 
department of J. M. Mathes, Inc., 
New York. He formerly directed the 
research department of Lennen & 
Mitchell, New York, and later be- 
came research consultant of Vick 
Chemical Company, Greensboro, 
N. C. He has also served as an 
independent consultant in advertis- 
ing and merchandising. 


Continues Recordings 


Health Products Corporation, New- 
ark, N. J., has renewed its contract 
with Brinckerhoff Recording Studios. 
New York, which calls for three 
shows per week to be recorded for 
Feenamint. The show stars Jack 
Berch, singing current song hits, 


under the direction of Harry Hol- 
combe, William Esty & Co., New 
York. 


Massol Named President 


Merwin B. Massol has been elected 
president of Oral Hygiene, Inc., New 
York, publisher of Oral Hygiene, 
Dental Digest, Spanish Oral Hygiene, 
and Proofs, The Dental Trade Jour- 
nal. He was formerly vice-president 
and publisher of the magazines. 


Meade to “Cue” 


Harry Meade has resigned from the 
News Leader, Richmond, Va., to join 


Cue, New York. 


‘300 REWARD 


Te enlist the aid of the law abiding citizens of 


leading te the arrest and conviction of these 
persons guilty of the slaying February 8 of Max 
of the Reegelcin Packing 


SIGNED: W. ROEGELEIN 
AUGUST ROEGELEIN 
ROEGELEIN PACKING COMPANY 
BAN ANTONIO, TEXAS 


THOSE GUILTY 
SHOULD BE 


BROUGHT TO JUSTICE 


EXISTING OFFER INCREASED FOR RESYLTS BY 
APRIL (5 


$25,000 REWARD 


On June 29, 1937, we offered to pay $10,000 for informa. 
tion leading to the arrest and conviction of the person or persons 
whe were responsible for the dynamiting of cither the Que- 
mahoning or Border Dam water lines which were dynamited 
tm the night of June 26, 1937. THAT OFFEK CONTINUtS 
UNCHANGED. 


We believe that it is of great importance that those guilty 
of the criminal violence then done should promptly be brough: 
to justice, and we again offer an additional sum of $15,000, or « 
total of $25,000, for such information, the additional $15,000 io 
be payable only if the person or persons responsible fer the 
dynamiting shall be arrested and bound over for the Court, on 
or before April 15, 1938. 


Uf more than one person shall furnish such information, the 
reward will be divided equitably among the iniormants, 


Johnstown, Pa. January 29, 1938. 


BETHLEHEM STEEL COMPANY 


Suggesting a new advertising category 
are these large-space newspaper adver- 
tisements of Roegelein Packing Com- 
pany, San Antonio, and Bethlehem Steel 
Company, Johnstown, Pa. 


For Del Monte “Fiesta” 


California Packing Corporation, 
San Francisco, will use color pages 
in The American Weekly and This 
Week, posters in 250 markets, plus 
extensive dealer helps and newspa- 
per copy in a March-April “Food 
Fiesta” promotion for its Del Monte 
products. McCann-Erickson, Inc., San 
Francisco, is the agency. 


Berryman Appointed 


L. C. Berryman has been ap- 
pointed representative in the Chi- 
cago territory for National Parent- 
Teacher Magazine, with offices at 400 
W. Madison street, Chicago. He was 
formerly with Archer L. King, Inc. 
publishers’ representative. 


Agency for Eaton Paper 


Eaton Paper Corporation, Pitts- 
field, Mass., maker of writing papers, 
has appointed Federal Advertising 
Agency, New York, as advertising 
counsel. Magazines will be used. 


Gets C Landeriia Seed 


Husband & Thomas Company, Inc., 
New York, has been named to handle 
the advertising of Chanderlin Seed 
Company, New York. 


Form Ohio Council 


Ohio Valley Civic Council has been 
organized in Gallipolis, O., to attract 
tourists to the Ohio River Valley. 


Agencies Merge 


Integrity Advertising Service has 
been merged with Solis S. Cantor Ad: 
vertising Agency, Philadelphia. 


COAL-HEAT 
The Stoker Magazine 


Judged by any measure . . . editorial 
initiative and leadership, circulation, covet- 
age, reader responsiveness, character and 
number of advertisers, typography and 
make-up, Coal-Heat stands out as the coal 
and stoker industries’ first choice. 


Having pioneered and led the way 
encouraging and developing the sale ° 
stokers, in featuring dustless coal a” 
promoting the sale of better coal-handliné. 
coal-treating and coal-burning equipment, 
Coal-Heat has won the confidence 4 
respect of the entire coal and stoker ™ 
dustries. 


Edited for a_sales-minded group—the 
key merchandisers—Coal-Heat reaches = 
largest group of progressive coal an st 
ker dealers in the United States. 

Write for copy of Coal-Heat and infor 
mation about the big new market for ing 
burning Equipment, Heating and Coo 
Accessories. 


COAL -HEAT 
20 West Jackson Biv4- 
Chicago, Ill. 
Phone; Wabash 9464 


New York: 19 West 44th St. 
Phone: Murray Hill 2-6585 
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' It was in response to a gift given him 


'Mr. Warren’s response; 
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GRAVE PROMOTION 


S NOT IN SIGHT- 
WHEN NOTIN USE 


The Perfection Cemetery Vase Company, 
Washington, D. C., is distributing this 
new point-of-sale display to promote its 


“disappearing’ flower holder. Henry J. 
Kaufman Advertising, Washington, de- 
signed the display. 


Telechron Turns 
Employes’ Gift 
Into Copy Story 


Ashland, Mass., March 8&.—Favor- 
able reaction from both ‘trade and 
employes to the public “thank you” 
from Henry E. Warren, Warren Tele- 
chron Company’s president, served 
this week to bring sharply into focus 
the increasing value of advertising 
in creating better management-em- 
ploye relations. 

Mr. Warren’s “thank you” ap- 
peared in the current issue of “Syn- 
Telechron house organ. 


by employes, a handsome leather- 


‘bound volume containing 1,200 sig- 
‘natures of those associated with the 
“company since 


its inception. The 
front page of the magazine featured 
subsequent 
pages were devoted to other facts of 
interest regarding the gift. 

The new Johns-Manville report to 
employes is another step in the vigor- 
ous employe relations program of 
this company, as reported in ADVER- 
ising AcE Jan. 31, which includes 
“policy” bulletins sent to all em- 
ployes at frequent intervals. This 
report is made particularly note- 
worthy, it was pointed out, by the 
manner in which it presents the 
balance sheet. The language and 
terms used are those easily under- 
stood by every jobholder and its 
value therefore is not restricted sim- 
ply to those whose familiarity with 
finance makes them cognizant of the 
‘auditors’ language” often found in 
such reports. 


Gilsdorf Appointed 


_H. Gilsdorf, formerly sales promo- 
‘lon manager of Blatz Brewery, Mil- 
Waukee, has been appointed. general 
anager of Walter Bros. Brewing 
Company, Menasha, Wis., maker of 
ld Gold Label beer. 


fv? 

Citizen” Issues Booklet 
the Columbus Citizen has issued 
‘The Making of a Modern Newspa- 
et, written by Ralph D. Hender- 
won, business manager, which shows 
‘ll the steps necessary to publish 
“N issue of the newspaper. 


Two Name Stedfeld 
._H. L. Stedfeld Advertising, New 
"Kk. has been appointed to direct 
Hye vertising of Waterfalls Paper 
)S, New York, and Henry Pfeifer, 
“e., Newark meat packer. 


. Gray to Redmond 

cn, tte B. Gray has joined the art 
tment of The Redmond Com- 
‘iad soston agency. 


ECONOMY 
PRESENTATIONS 
LETTERED WITH TYPE 
COLORS AT NO EXYRA COST © 
tional Copies at Lower Price — 
On Request =. ~— Plaza 8-1385 
MUIRHEAD, inc., 480 Lexington Ave., N.Y. 


Details 
A.B. 


. ” 
To “Good Housekeeping 
T. W. Towler, formerly advertising 
manager of American Architect and 
Architecture, has joined the Eastern 


advertising staff of Good Housekeep- | 


ing. 


“Venetian Blind” Out 


Venetian Blind Dealer, monthly, 
has been issued by Lumber Buyers 
Publishing Company, Chicago, pub- 
lisher of Wood Products. M. B. 
Pendleton is editor and manager. 


Koepf to WLW 
John Kuelling Koepf, formerly 
production manager of the Cincin- 
nati Post, has joined WLW and 
WSAI, Crosley Radio stations, as 
sales promotion manager. 


26,000 Respond to 
Seattle Radio Show 


Seattle, March 9.—Setting a 
| | high record on the station for 
| 


pulling power, the radio pro- 
gram “Are You a Writer?” this 
| week brought 20,000 telephone 
| and 6,000 written responses to 
| its sponsors in the fifth week 
| of its second series over KOMO. 
| The program, a contest open to 
||| writers in Washington only, is 
'|| sponsored jointly by Grunbaum 
‘|| Brothers Furniture Company, 
||| United Air Lines and Para- 

| mount Pictures. Ann Newman 

Agency is in charge. 


Industrials In 
February Copy 
Decline of 5.7% 


Chicago, Mareh 7.—Confidence in 
the outlook for the industrial goods 
industry is reflected in the advertis- 
ing volume of industrial papers for 
February as reported by IJndustrial 
Marketing. 

Display advertising in February is- 


in the publication’s monthly tabula- 
tion was down only 5.7 per cent as 
compared with issues for the same 
The strength of the 


|} month last year. 


| Sues of the industrial group ineluded | 


group was further indicated by a 
drop of only 2.53 per cent for the 
two-month period as contrasted with 


| the first two months of 1937. 


Publications in the trade classifi- 
cation last month were 12.13 per cent 
under February, 1937, in display 
volume but down only 7.19 per cent 
for the two-month period. 

Class publications registered an 
8.11 per cent dip for the month be- 
low February, 1937, and a loss of 
8.2 per cent in volume for the com- 
parable first two months. 


Joins Kudner Agency 


Colman O’Shaughnessy, formerly 
with McCann-Erickson, has joined 
Arthur Kudner, Inc., New York. 
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MASTER 
CRAFTSMANSHIP 
in 


PHOTO ENGRAVING 


The ACCOUNT EXECUTIVE SAYS “ROGERS” 


“Of course, the quality of the engravings is vital to the effectiveness of 
advertising, which makes the choice of our engraver an important func- 
tion in our responsibility to our clients. ... No one in our organization will 
hear from an advertiser more quickly than the account executive if a 
client's ‘ad’ doesn’t show well. When an advertisement in a publication 
reaching millions of people represents an investment of from $5,000 to 
$7,500 or more in space alone, plus $400 or $500 for its art and mechan- 
ical preparation, why shouldn't a client ‘holler’ if poor engravings make 
a botch of the printed reproductions? Our production department will 
tolerate only the best of plates and service. Both help to eliminate grief, 
lost time and excess expense. Probably these are the reasons why the 
Rogers Engraving Company has been doing our work for over ten years.” 


Adolph F. Buechele, President 


Master Craftsmen of Photo Engraving 


AVENUE e 


Phone: CALumet 4137 e 


OGERS ENGRAVING COMPANY 


CHICAGO, ILLINOIS 
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PORTRAIT POWER 


Photo-lithography in seven colors pic- 

tures this effective merchandiser for Dab- 

ette, new perfume applicator. Morgan 

Lithograph Corporation, Cleveland, pro- 
duced the displays. 


Portraiture embodied in this Bradshaw 
Crandell illustration marks the new Oer- 
tel Brewery display. 


DISPLAYS 


Designers & Builders 
CONVENTION -EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
e 


ee 
ADVERTISER’S DISPLAY STUDIOS 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


MARCH VOLUME 
OF MAGAZINES 
IS DOWN 14.27% 


New York, March 10. March 
magazines carried 1,642,741 lines of 
advertising, compared with 1,914,442 
in March, 1937, for a decline of 271,- 
701 lines, or 14.2 per cent, according 
to figures released today by Publish- 
ers’ Information Bureau, Inc. The 
loss was somewhat larger than that 


registered in February linage of 
magazines. 
General magazines, carrying the 


largest advertising volume of any sin- 
gle group, published only 717,736 
lines in March, 1938, a loss of 138,795 
lines, or 16.21 per cent from the 856,- 
531 lines published in March, 1937. 


Women’s Magazines Suffer 


Women’s magazines, the second 
largest group, suffered a decline of 
only 9.09 per cent, with 548,628 lines 
in current issues, compared with 
603,419 lines in March, 1937. 

Women’s groups took a loss of 26 
per cent, with 218,936 lines in March, 
1938, compared with 295,847 lines in 
March, 1937. 


Mail Order Gains 

Declines of other groups were 
much slighter, and one, mail order, 
reported a gain, with 24,359 lines in 
March, 1938, a few more than the 
24,338 published in March, 19387. The 
percentage increase was 0.08 per cent. 
Standard magazines carried 30,739 
lines, 2.7 per cent below the 30,821 
published a year ago, while outdoor 
magazines published 102,343 lines, a 
decline of 1.11 per cent from the 
comparable 1937 month. 

Weeklies for February, the last 
month for which complete figures are 
available, suffered a loss of 18.19 per 
cent. They carried 632,762 lines in 
February, 1938, compared with 1773,- 


416 a year ago. 


ing merchandise 


Publicizing meritorious features 
strikingly —- achieving acceptance 


without uttering a syllable—illustrat- 


so. the memory 


lingers on— 


that’s advertising—and it’s done with 


K & F STOCK PHOTOGRAPHS. 


To make selection easy we have 


Two Volumes 


STOCK PHOTOS 


your 


425 S. Wabash Ave. 


tically—free, 


issued two large bound portfolios of 
choice subjeets—over 1700 ready-to- 
use Stock Photographs. We will send 


BOTH volumes postpaid and—prac- 


To wit: we will bill 


you five dollars, but we refund it on 


first order for $10.00 or more. 


Call HARrison 3135 


KAUFMANN & FABRY CO. 


Chicago, Illinois 


106 West 43rd Street, NEW YORK. Phone Bryant 9$-6682 
Philadelphia, Sally Pepper, 

in Canada—Rapid, Grip & Batten, Ltd., Montreal, Toronto, Winnipeg 
London, England, Photographic Advertising, Ltd., 116 Victoria St., S. W. 1 


MOST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


Architect's Building 


MARCH 


7—1938—_, 


-——1937—, | 


ADVERTISING LINAGE IN NATIONAL MAGAZINES 


—1938—,  —1937—, 


sales promotion and sales training 
for the Borden Company, is the au- 
thor of “How to Make a Sales Point 
Hit,” a volume describing 19 winning 
sales presentations with 105 candid 
photographs. Prentice-Hall, Inc., New 
York, is the publisher. 


Inland Makes Winners 


Inland Container Corporation, In- 
dianapolis, produced the Wolf Award- 
winning Hoover Company package. 
Inland also produced the class-win- 
ning Schenley Black Label case which 
ADVERTISING AGE erroneously credited 
in a caption last week to Container 
Corporation of America. 


Moran in New Post 


G. D. Moran, formerly with Acme 
Fast Freight, has been named adver- 
tising manager of Commercial Fac- 
tors Corporation, New York, succeed- 
ing Paul Messner, who has joined the 
sales department of New Era Letter 
Company, New York. 


Three to Kimball 


Abbott) Kimball Company, New 
York, has appointed Ralph W. Nel- 
sen as production manager, H. H. 
Thompson, assistant production man- 
ager, and Van Buren Lamb, space 
buyer. 


Charles S. Pearce has been named 
secretary of the Porcelain Enamel 
Institute, Chicago, succeeding Geo. P. 
MackKnight, resigned. 


Boxing Magazine Bows 


Jack Dempsey’s Magazine, monthly 
devoted to boxing, will be published 
by Harry Donfeld at 480 Lexington 
avenue, New York. Ned Brown is 


advertising manager. 


appointed The Albert P. Hill Com- 
pany, Pittsburgh, as advertising and 
merchandising counsel in the mar- 
keting of its new Gabriel Silent Di- 
rect Action Shock Absorber. 


S'TANDARD Pages Lines Pages Lines Pages Lines Pages Lines 
American Mercury ......... 23.7 4,648 21.7 SOL ar errr rere cr 188.4 119,109 190.5 120,413 
Atlantic Monthly ........... 40.6 9,666 50.1 11,943 | Woman’s Home Companion.. 80.4 54,678 85.3 58,065 
Current History ..........+-. 20.2 4,547 3.7 829} Woman’s World ...........-- 11.5 7,840 16.4 11,185 
Forum & Century....... 8.7 3,737 10.1 4,340 ee 
Harpers Magazine rere 8,141 39.6 9,445 Tetet GOD ao scccccense 548,628 603,419 

a —— ee WOMEN’S GROUPS 
Total Group 30,739 39,521) Paweett Women's Group— 
Perr rr re 26.2 11,030 43.8 18,406 

GENERAL Motion Picture ....... 28.5 11,981 43.8 18,414 
*Ace Fiction Group.. - 18.0 ,035 16.5 3,699 ee. ee 29.1 12,253 47.5 19,988 
American .... eee . 55.3 * 23,766 4.7 23,925 Romantic Magazine ...... 24.5 10,324 38.3 16,101 
American Boy 7.7 ,248 7.1 4,560 eS |e 26.2 11,030 43.8 18,414 
*American Forests aera es Gee 5,334 12.8 5,376 True Confessions ..... ~o« 2b 10,769 38.8 16,309 
American Home (National).. 48.5 30,680 77.2 18,825 | Macfadden Women’s Group— 

American Home (Sp. Edit.).. 2.4 1,538 6.8 4,305 | Love & Romance ......... 37.1 15,917 46.0 19,755 
American Legion - 14.0 6,023 13.7 5,896 Movie Mirror ...... 37.0 15,915 49.6 21,286 
;Arts & Decorations Pee re 9.0 6,068 11.5 7,658 Radio Mirror 31.6 13,598 41.4 17,765 
ee a ake - 1.9 2,138 10.5 1,536 | True Bxperiences ........ 37.5 16,088 46.3 19,900 
*Automobile & Trailer Travel 28.0 11,765 16.3 6,863 True Mepmances ........... 38.1 16,377 $7.7 20,485 
Better Homes & Garden..... 50.0 22,523 68.0 30,634 | Modern Magazines— 

*Big Seven Group.. a 8.7 1,960 11.7 2,632 Modern Romances ........ 40.8 17,514 44.5 19,112 

3oy's Life . ‘ eee 11.5 7,835 12.9 8,803 | Modern Screen 44.6 19,166 0.9 21,845 
CRUG LARS: icc ci cte ccetetes 8.1 3477 = 10.3 1,429) Radio Stars .............. 39.3 16,898 43.4 18,649 
Christian Herald 22.2 9,537 21.8 9,391 | Screenland Unit— 

*College Humor .......... 5.9 2 560 5.0 2,156! Sereenlan@ ............... 23.8 10,088 34.3 14,716 
COMMODOINAN ...ccccccccncee 50.3 21,616 69.0 29,633 i ee 23.3 10,038 34.2 14,702 
tCountry Life & Sportsman.. 52.1 35,077 50.1 33,670 eis SoS pee = 
NO eh Oh eas d 6 nO #'% 8.5 3,684 12.1 5,224 Total Group ............ 218,936 295,847 
Esquire (National) Bedwas 98.3 39,232 73.9 49,677 OUTDOOR 
Esquire (Sp. Edit.).......... 9.0 6,048 8.0 », 376 American Rifleman - 24.4 10,478 25.7 11,045 
‘Extension Magazine 10.9 7,558 9.8 6,745 | Fela & Stream voeeee 88.7 16,611 41.4 = 17,767 
Fortune .....-..+-.++++++++-1013 64,069 140.8 89,083 | Fa ishGame ............. 156 6,700 16.3 7,003 
ee SOMME ese ve nesses GRR TAREE SS OE ERO ..<... 17.0 7,303 17.8 7,643 
sey eee ee eT oe pete LE DOMED... 0550505 25.4 10,933 26.1 11,216 
House & Garden......... 0.5 = 31,920 73.2 49,660 | National Sportsman ......... 25.3 10,863 28.2 12,098 
House Beautiful ............ 59.7 37,787 62.2 39,341 Gutienen a aa 16.8 7,250 158 6.786 
Instructor ..... rere Tee 22.8 15,658 26.8 18,348 Outdoor Life 38.6 16,594 34.8 14,954 
Judge ........... tees 5 324i 3.0 +g | og << aeeeerererere 36.3 15,611 34.9 14,974 
*Mechaniecs and IHlandicratt 30.5 6,843 20.4 4,580 a oe sansabiaid 
Modern Mechanix ........... 54.5 12,209 63.1 14,156 Total Group ............ 102,343 103,486 
*Moose Magazine ....... 4.8 2,099 5.9 2,542 
National Geographic ........ 36.0 8,579 43.9 10,465| MAIL ORDER 89 6066 8.9 6.0 
Nation’s Business .......... 50.4 21,664 59.4 25,498 Comfort po la I al a tae dit = ’ : 66 4°52) 
*Nature Magazine .......... 6.7 914 9.9 4,253 | Good Stories ............-..- 65 864,083 ore 
: ‘ rrr i a 4.2 2,946 5.1 3,619 
Open Road for Boys......... 8.2 3,523 8.0 3,433 vn d 
Physical Culture ........... 17.4 508 (90.8 «© 6,947 | Mame Priene & Tlus. Tet eet eee 
*Picture Play .............. 11.1 4,789 163 7,007|_. Mechanics ................ y pt es 
Po : fechanics 9 7 9 Mother’s Home Life......... 6.8 4,765 6.2 4,343 

pular Mechanics ......... 94.4 21,164 107.4 24,061 ead £ World 42 1.807 2 @ 9'999 
*Popular Publications ...... 12.7 2,853 19.2 4,304; Yooemen o Sent es enews ee - oe 
0 P Science .......cse00. 40.0 5 37.7 i, 1S 7" 

Boman, Satan oa 409 YPAGS 977 8498) otal GeOUD ceeeeeeecsse coe MDa RR 
Scientific American ......... 14.9 6,396 12.4 5,326 FEBRUARY ADVERTISING LINAGE 
Scribner's Magazine ........ 26.4 11,341 25.9 11,113 Weeklies & Semi-Monthlies 
Sports Illus. & Amer. Golfer 6.0 2,606 5.4 2,332 pon 938—— pitteme GBF cis, 
ce 34.5 23,2438 42.9 28,890! Business Week ...........+. 104.2 44,711 116.5 50,002 
Stage ..... ec eeeeeeceeeeeee 32.4 21,791 52.2 35,084) Collier's 2.2.0.0... 0 0c eee ees 111.8 76,029 125.2 85,163 
*Street & Smith Combination 12.5 2,800 14.0 3,136|Porbes ..........cccecece we. 26.2 11,268 31.8 13,670 
*Thrilling Fiction Unit...... 17.5 3,929 19.9 4,478) Grit .. ww. ccc ccc cece eece 43.7 18,799 56.8 23,872 
Town & Country........---. 56.0 37,674 68.5 46,075) Liberty .............00e ee eee 52.5 22,539 48.5 20,822 
Travel... eee ee cece eee ee ees 16.9 10,703 18.6 IL,767) Life 1.0... cece eee ee eee 59.3 37,752 73.4 46,711 
True Detective ............. 10.3 4,419 8.0 3,457 | gLiterary Digest ........... 13.9 6,003 34.5 14,834 
*Yachting ...........-+0005. 70.1 44,359 73.1 46,215} Took ........ cece eee eee eee 8 ae reer 
ms uptime oauaud:  ... a TTeTerrrrrrrer: ce 38.3 16,461 45.8 19,687 
Total Group 717,736 $56,531) *New York Times Magazine.. 26.7 27,791 30.8 32,108 
are | Se ir sae 18.5 7,948 22.6 9,705 

waren MIEEIRD. ¢ 5 wcscnuns teas 13.6 5,847 14.5 6,228 
Parmer’s Wife ......ceccscce 17.0 11,605 19.4 13,238|*The American Weekly..... 24.8 47,291 38.8 73,911 
Good Housekeeping ......... 115.3 49,482 128.1 54,994! The New Yorker........ aT + | ¥ 67,104 176.4 75,705 
Harper’s Bazaar (1st Issue). 93.0 62,516 31.6 88,495| The Saturday Evening Post..166.3 113,147 202.8 137,970 
eee eee 16.7 12,645 22.0 ie oie. |) Gh i. er |. 22.2 22,874 23.0 23,751 
Home Arts Needlecraft...... 9.4 6,393 9.5 thy a ea 187.3 80,391 243.7 104,55: 
PROUMONOIG 6... ccivecrcccvas 22.2 15,119 23.4 15,964] *United States News........ 12.8 26,807 16.6 34,725 
eumier LOABUC ......scocccres 13.6 8,613 16.3 10,322 —_—_—- ee UC le 
Ladies’ Home Journal....... 66.9 45,545 64.8 44,069 TOtAl Group .........8305... 632,762 773,416 
Mademoiselle .............4. 20.6 8,846 25.7 11,051 | —————_- 

DENTE: 5 v6cg: 5 59nars 8 a ek OHO 64.0 43,568 69.2 47,109 Weeklies have four issues for 1938 and 1937 unless 
ot 17.6 20,457 45.9 19,733 | otherwise noted. 
Photoplay ...........e.c0e0. 25.7 17,527 17.2 11,752 *Figures provided by publisher. 
Pictorial Review ............ 41.6 28,300 45.2 30,796 +Not included in total. 
SF er eer ee 26.7 11,480 35.8 15,397 §Three issues. 
3 Lf a ee 58.0 24,905 64.5 27,689 tPublished separately in 19387. 
New Borden Book Gabriel to Hill New Clement Officers 
Richard C. Borden, director of Gabriel Company, Cleveland, has New officers of J. W. Clement Com- 


pany, Buffalo printer and publisher, 
are John D. Taylor, president; Hart- 
zell P. Angell and William D. Roes- 
ser, vice-presidents, and Philip J. 
Kuhn, secretary and treasurer. 


ADVERTISING fe LOa yy 


John Caples shows you in 


to make 


advertisements 


bring better results 


€428 practical 


JOHN CAPLES 


Just Out! 


this book 100 successful ad- 
vertisements and shows you 
what made tkem successful. 
He shows you how the essen- 
tial features of these suc- 
cessful ads can be built into 
ads on other products, how 
always to get into any copy, 
any layout, those things that 


methods, appeals 
and devices 


®from successful 
advertisements 


® poi 


nted out and 


discussed by John 
Caples 


a hes eH oe 


make ads cl 


JOHN CAPLES’ 


ick. 


ADVERTISING IDEAS 


Here’s a new idea in advertising manuals. 

How to Short on theory, long on practical example: 
..choose effective appeals (pp. 70, made for use by those who want HOW TO D! 
102, 130, 176, 180) IT information in time-saving form. Points 
write headlines that are ‘‘stoppers’’ out hundreds of specific methods yo yore 
(8. 46, 52, 68, 74, 192) in actual ads. Gives crisp explanatory this 


.. write copy that sells (38, 86, 94, 116, 
120) 

..make all kinds of layouts (7, 36, 42, 
60, 132, 154) 

.. Get attention by using comic strips, 
sex appeal, babies, brides (34, 40, 
58, 150, 162) 

.-Use self-interest, news, humor, her- 
ror, curfosity (2, 10, 44, 104, 156) 


ment right alongside. i 
book you will be quick to say that this 
the plainest, most powerful kind of help * 
those who plan and write ads. 


hen you see 


-_—- 
ee ee ee ee ee ee ee ee ee ee ee ee ee 


| 
10 days’ Examination—Send this coupe" | 


McGraw-Hill Book Co., 330 W. 42nd St., N. Y. C. | 
Send me Caples’ Advertising Ideas for 10 days’ examina- | 


few 


tion on approval. In 10 days I will send $4.00, plus at 
..build prestige (20, 100, 108, 188) I cents postage, or return hook postpaid. (Postage paid 
; i orders accompanied by remittance.) | 
! 
Freperick C. KENDALL SN on ce oes wasn ya nape eure eanee i 
Editor, ADVERTISING & SBLL- yond Try ae 
Wa, says im the Borewalll: EM gaa hdl wes ok pana ieee ere 
; DREN: Vine bxik uatesedenaasaseeeonrerar ne 
“This book not only shows you ee et tee | 
successful advertisements but 1 PN 5 cae hne eeesns eae nub eeaesereenteeses are | 
it tells you how to produce 9-14-38 | 
successful advertisements.” | CE «ccna cksvied sb chores bes chet ens eae Age—o 


(Books sent on approval in U. 8. 


and Canada only.) } 
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CONTEST NEARS 
HALF-WAY MARK: 
INTEREST NEARS 


Chicago, March 10.—With the 
ADVERTISING AGE essay contest for 
high school and college students 
reaching the midway point, interest 
in the competition continues to grow, 
and daily requests from educators 
and students for information are 
gaining intensity. 

Voluntary offers of newspaper and 
other media cooperation, often tak- 
ing the form of local tie-up contests, 
also are increasing, with innumer- 
able individuals and organizations 
expressing their enthusiasm for the 
objects of the contest, and extending 
whole-hearted support. 

During the past week three addi- 
tional newspapers, the Republican 
and Daily News-Union, Springfield, 
Mass., the Daily Tribune, Greeley, 
Colo., and the Plain Dealer, Wabash, 
Ind., have joined the ranks of those 
conducting local tie-up contests, rais- 
ing the total to 38. 

An interesting example of what 
the two previous contests have done 
is given in letters from high school 
teachers, instructors and professors 
in colleges and universities, whose 
students entered the 1937 or 1936 
contests, and who, almost without ex- 
ception, have expressed delight over 
the continuation of the project, as 
one which they are pleased to call 
to the attention of their students. 


Made Class Project 


In numerous schools and class- 
rooms writing of essays is being con- 
ducted as a class project, and while 
this is true mostly of advertising, 
salesmanship and journalism classes, 
there are several instances in which 
instructors in English, civics and 
other subjects are following this pro- 
cedure. 

Details of the competition, the 
third annual contest conducted by 
ADVERTISING AGRE, are given elsewhere 
in this issue. The competition calls 
for essays of not more than 1,000 
words on “How Advertising Benefits 
the Consumer,” and is open to all 
high school and college students in 
the United States and Canada. A 
total of $1,000 in cash prizes is being 
offered by ADVERTISING AGE, with 
first place winners in both the col- 
lege and high school divisions get- 
ting $250 in cash, plus an all-expense 
trip to Detroit, where their awards 
will be presented before the annual 
convention of the Advertising Fed- 
eration of America. 

Folders giving complete details of 
the competition, including the rules, 
may be secured from ADVERTISING 
AcE without charge. 


Lester Named for 
New Westinghouse Post 


Bernard Lester, formerly assistant 
manager of the industrial sales de- 
partment, Westinghouse Electric & 
Mfg. Company, has been named man- 
ager of a new sales division, the 
resale department. 

This department has been set up 
by manufacturers who buy electrical 
equipment to operate or control the 
products they build. 


Fire Halts WHBF ; 


Back on Air Again 


A fire destroyed the $50,000 WHBF 
Yansmitter atop the Harms Hotel, 
Rock Island, IIl., last week. 

‘ith a new transmitter rushed in, 


the station was off the air less than 
two days. 


New Goodrich Tire 


— F. Goodrich Company, Akron, 
tle launched a campaign in promo- 
it r of a newly developed tire which 
“oe gives unusual traction 
tle raking effectiveness. The sched- 
. includes Collier’s and The Satur- 
a Evening Post, 100 newspapers 
broa — as well as several dealer 
ork; Sides. Ruthrauff & Ryan, New 
Or Fuller & Smith & Ross and 

swold. -Eshleman of Cleveland, are 
the agencies in charge. 


Plan San Antonio Drive 


San Antonio, Tex., has appropri- 
ated $35,000 for a municipal adver- 
tising campaign which will use mag- 
azines, newspapers, posters and di- 
rect mail with copy aimed at seven 
specific groups ranging from school 
teachers to oil and gas interests. 
Wyatt, Aniol & Auld is the agency in 
charge. Frank G. Huntress, publisher 
of the San Antonio Express and 
Evening News, is chairman of the 
city’s advertising commission. 


For EAA Program 


Ralph McGraw, editor of Industrial 
Marketing, and Robert N. McMurray, 
executive secretary of the Psycho- 
logical Corporation, will discuss “tar- 
get hitting” advertising at a meeting 
of the Engineering Advertisers Asso- 
ciation in Chicago March 14. 


Lucas Sets Up 
Washington Unit 
to Be Near FHA 


(Picture on Page 39) 

Philadelphia, March 9.—Establish- 
ment of special headquarters in 
Washington to keep closely in touch 
with all federal housing program de- 
velopments was announced here 
today by John Lucas & Co., paint 
manufacturer, in connection with a 
strong merchandising program aimed 
at winning modernization as well as 
new home business for dealers 
throughout the country. 

Walter A. Gorrell, vice-president 


and general manager, termed the 
amended National Housing Act of 
1938, “the most far-reaching recov- 
ery measure since 1932.” Pointing 
to a backlog of deferred repairs, im- 
provements and new construction 
needs totaling billions, he said the 
paint industry faces a “golden oppor- 
tunity” for sales and profits. 

An advertising program in cooper- 
ation with local dealers has already 
been laid out, according to W. K. 
Pehlert, advertising manager, which 
will include 24-sheet posters, news- 
papers, window displays, canvas ban- 
ners and direct mail. An educational 
campaign will be conducted to ac- 
quaint painters and building contrac- 
tors with current consumer needs, 
he added. Lewis Edwin Ryan, Inc., 
Washington, is the agency. 


Combs in New Post 


Rogers M. Combs, Jr., of the field 
sales training department, has been 
promoted to the Chicago executive 
contact staff of the Jam Handy or- 
ganization. 


“Digest” to Resume 
Regular weekly publication of the 
Literary Digest will be resumed with 
the issue of March 26. Temporary 
suspension was effected Feb. 24. 
George F. Havell continues as pub- 
lisher. 


To Addison Vars 


Addison Vars, Inc., Buffalo, has 
been appointed to handle advertising 
of M. H. Birge & Sons Company, 
wallpaper producer. Campaign plans 


are still in the formative stage. 


A CENTURY 


1837 — 
ing process discov- 
ered in England by 
Thomas Spencer. 


Electrotyp’ 


1841—Wax molds 


introduced—a long 


stride toward pracy A_... 
tical electrotypes. 


a 1855~ Black-lead- 


i 


| ~ 


| 


ing machine has- 
tened making 
molds electrically 
conductive. 


1866—Deposition __ fh 
of nickel shells for : 


greater accuracy 


was developed. 


— 1870 — Chemical 

—— copper first applied 
to speed up depo- 

sition on mold, 


1872 — Dynamo 
replaces old-style 
battery as source of &' 


electrical energy. 


1903—Dr. Albert 
first introduced the 
now-famous lead- 


\, molding process. 


1938 — Vacuum Ch 
Electrotype Plates oy ' ! 
bring new degree of K =’ A 
perfection to lead- boys ote 
moldreproduction. ““c_) 


Oo L D 


GOAL 


Ever since the process of electrotyping 
was discovered, exactly one hundred 
years ago, the goal of the industry has 
been the perfect printing plate—an elec- 
trotype that would reproduce, with abso- 
lute fidelity, every detail of the original. 


This century-old search for perfection 
began in England when a scientist, con- 
ducting some experiments in electro- 
chemistry, accidentally discovered that, 
by applying a non-conductor to the sur- 
face of an electrode, he could control the 
deposition of copper, thereby originating 
a process which soon became allied with 
the graphic arts. Four years later the proc- 
ess was brought to America and given 
its first practical application to printing. 


During the early years of the electro- 
typing industry there were many notable 
improvements, several of which are still 
in use. Of these many advances, the most 
outstanding, up to now, was the introduc- 
tion of the lead-mold process in 1903. 
But even then the search for the perfect 
electrotype was not ended. Variances in 
manufacture prevented exact duplica- 


DIVISION OF THE ELECTROGRAPHIC CORPORATION . . 


LLY as 


ELECTROTYPE 


. PRODUCERS OF THE LARGEST VOLUME OF ELECTROTYPES IN THE WORLD 


I EVE D 


Ss ACH 


ELECTROTYPE 
PLATE 


tion of tone values at all times . . . loss of 
detail was evident . . . hard vignette 
edges often appeared. 


Now, in the hundredth anniversary year 
of the industry, all these variances are 
definitely and completely eliminated with 
the development of Vacuum Electrotype 
Plates . . . original and lead-mold dupli- 
cates reproduce identically, dot for dot 
... tone values are faithfully retained .. . 
hard edges are a thing of the past... 
and detail sees the light of print. 


Vacuum Electrotype Plates unquestion- 
ably bring the greatest single advance of 
our time, for here the goal of the perfect 
plate is achieved. 


VACUUM ELECTROTYPE PLATES ARE 
MANUFACTURED EXCLUSIVELY BY 
REILLY ELECTROTYPE COMPANY 


Developed and perfected in our own laboratories, the 
process for manufacturing Vacuum Electrotype Plates is 
exclusive with the Reilly Electrotype Company. The 
process was built around an entirely new back-up 
method involving, in a unique manner, the force of 
vacuum. Into each plate goes the tra- 
ditional Reilly reputation for fine 
quality, maintained at all times by a 


thorough check-up system. 

If you have not already inspected 
the Vacuum Electrotype process, please 
accept our invitation to do so. 

Customers sending complete forms 
to us for molding Vacuum Electrotype 


Plates are requested to call us on 
specifications for this type of work. 


CO. 


STREET, NEW YORK 
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ADVERTISING AGE 


March 14, 1938 


emettied 3 


The entire staff turned out when Batten, Barton, Durstine & Osborn's Boston office 
put on a party. 


Is Still Above 
Level of 1936 


Chicago, March 11.—For the week 
ended March 5, retail display linage 
declined 14.8 per cent from the cor- 
responding week of last year, accord- 
ing to the Apvertrisinc Acer Index of 
Retail Activity. 

A total of 18,202,478 lines was 
shown for the 80 important cities in- 
cluded in this Index, a loss of 3,171,- 
595 lines from the 21,374,073 total for 
the compared 1937 week. 

Newspapers in the measured cities 
have carried a total of 166,311,607 
lines for this year through the date 
reported against 178,272,803 lines for 
the comparable period of last year, a 
loss of 11,961,196 lines or 6.1 per 
cent. Against the comparable period 
of 1936, this year shows a gain of 0.2 
per cent, 

Following is a table showing per- 
centage of gain or loss for each 
weekly period of this year over 1937: 


es, X coger dyabiere deh ats —0.8 
TM ga ad ak whi Ne ere BE pial ah —2.4 
eos rea ruck ViNintacd BER RCO -3.7 
EEE ae Gilet 58 eae SRS Ahn —5.1 
I ae oS. Saskia eodeneues sean s -7.2 
Ng Care bret testes -7.4 
ey vias, ata ae his Gath AS -7.7 
EE ret fir a wah ee buss -6.8 


- ae —— 


‘In PHILADELPHIA 
the BENJAMIN FRANKLIN 
stand ahead” 


Way, way ahead. In its out- 
standingly fine meals—served 
in four charming restaurants. 
In its newness and size—1200 
beautiful guest rooms, each 
with private tiled bath. In its 
convenient location—within 
walking distance of shops and 
theatres. In its gracious hospi- 
tality—as sincere and genuine 
as old Benjamin Franklin, 
himself. Moderate rates. 


= 
BENJAMIN 
FRANKLIN 


PHILADELPHIA'S FOREMOST HOTEL 
a Curley -wanncine pinecror 


Individual linage figures for each 
city measured by this Index are 
shown in the tabulation appearing 
elsewhere on this page. 


A.F.M. Shelves 


Transcription 
License Move 


New York, March 9.—-Giving inde- 
pendent radio stations until March 
24 to sign contracts providing for 
increased employment of union mu- 
sicians, the American Federation of 
Musicians temporarily shelved the 
question of licensing transcription 
manufacturers today, but warned 
that should the independents fail to 
sign, the union would demand that 
record makers cease to furnish 
their services to blacklisted broad- 
casters. 

The “no service for non-union sta- 
tions” clause, found in the origin- 
ally proposed transcription licenses, 
has been the main source of discord 
between the record makers and the 
union. Today, Joseph Weber, union 
president, indicated a willingness to 
drop the clause should all independ- 
ent broadcasters sign union con- 
tracts. The “non-service” clause is 
the union’s most effective weapon, 
since the independents depend al- 
most entirely upon transcriptions 
for their musical entertainment. 

Meeting with Mr. Weber were 
Phil Loucks, counsel for the Na- 
tional Asseciation of Broadcasters 
and Mark Woods, NBC Thesaurus 
head. 


Macy Report Cites 
Retail Price Rise 


The first anniversary of passage 
of New York’s Feld-Crawford fair 
trade act was accompanied by a 
compilation of R. H. Macy & Co., 
showing that retail prices on more 
than 3,500 items have risen over 4 
per cent as a result of this law and 
of the Tydings-Miller act. 

Increases in product groups were: 
cosmetics, 8.6 per cent; drugs, 15.7 
per cent; liquors, 11.8 per cent; 
books, 17.4 per cent, and miscellane- 
ous items, 17.1 per cent. The com- 
pilation does not include several 
thousand price-fixed items not nor- 
mally carried in department stores 
or items sold below cost prior to the 
advent of the two statutes. 


Record Agfa Drive 


Agfa Ansco Corporation, Bingham- 
ton, N. Y., will shortly launch its 
1938 campaign, using the heaviest 
consumer schedule in the company’s 
history. Full pages will be used in 
several national magazines, carrying 
the slogan, “Pictures That Satisfy or 
a New Roll Free.” Agfa dealers in 
all 42 states having fair trade laws 
will also be offered fair trade con- 
tracts this season. Young & Rubi- 
cam, Inc., is the agency in charge. 


3rd Annual “School” 


Opens in Milwaukee 


For the third consecutive year 
the Women's Advertising Club of 
Milwaukee is presenting a series of 
talks on advertising over WISN on 
the “Mary Ann Presents” program, 
which is presided over by Mary Ann 
LeMay, commentator. 

Advertising club talks are being 
aired every other Friday at 3:30 
Pp. Mm. CBT. . 


Markets 


Index of Retail Activity in 80 Important 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % Gain 
10-Week 10-Week 10-Week or Loss. or Loss 
Peried Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 

City Mar. 7, 1936 Mar. 6, 1937 Mar. 5, 1938 1936 1937 Mar. 6,1937 Mar. 5, 1938 Loss 
Bee OC pccacsdccseve 2,524,444 2,841,366 2,225,657 —11.8 —21.7 339,283 239,785 —29.3 
Aitoona, Pa. ....-ccee. 1,093,526 1,209,908 1,260,868 +15.3 +5.3 130,704 129,381 —1.9 
Atlanta, GO. ..-ceccces 2,466,828 2,610,346 2,676,100 +8.5 2.5 336,602 315,686 —.2 
Baltimore, Md. ....... 3,452,970 3,793,584 3,619,414 +4.8 —4.6 464,356 419,124 — 9,8 
Birmingham, Ala. ..... 1,759,198 2,205,420 2,206,302 + 25.4 . 266,210 243,726 —8.5 
Pn ee, sss se8ss 3,232,329 3,542,455 3,293,555 +1.9 —7.1 401,125 308,539 —23.1 
Bridgeport, Conn. ..... 1,496,720 1,550,752 1,555,400 +3.9 +0.3 177,520 139,692 —21.3 
SSS a Serer 2,409,044 2,798,754 2,728,054 +13.2 —2.5 319,438 260,848 18.4 
Commton, Bi. Besse osvies 652,722 726,289 661,685 +1.4 —8.9 75,265 69,525 —77.6 
Cedar Rapids, Ia....... 750,134 $31,320 774,172 +3.2 —6.9 99,974 81,774 —18.2 
Chattanooga, Tenn...... 1,136,892 1,085,918 1,050,429 —7.6 —3.3 97,857 111,115 +13.5 
oe SS | See --. 4,823,903 5,562,164 5,232,584 +8.5 —5.9 669,745 541,527 —19,2 
Cincinnati, ©. ......... 2,704,136 2,837,701 2,642,083 —2.3 —6.9 363,459 286,834 —21.1 
ee Se eee 3,213,188 3,565,642 3,401,163 +5.9 —4.6 433,448 340,461 —21.5 
eee OF oo cnss, Seeeneee. cS60SERRS | weeimas cara mer 279,757 249,365 —10.9 
ee ee vewaee cas 3,732,905 3,730,546 3,798,471 +1.8 +1.8 453,210 434,534 —4,] 
Pe Ee akpanesoawe 2,230,592 2,520,700 2,268,204 +1.7 —10.0 338,870 231,002 —31.8 
Denver, en sntvenvewe 1,725,663 1,765,530 1,680,482 —2.6 —4.8 201,710 171,483 —15.0 
Des Moines, la......... 1,066,586 1,126,782 1,130,990 + 6.0 +0.4 127,335 141,122 +10.8 
Detroit, MICK, .icsecccces 3,457,504 3,841,610 3,198,631 —7.5 —16.7 460,271 308,187 —33.1 
en CEE. tcessacs s6hbhees . <iease® 4 *SemWas per ones 210,434 200,970 —4,5 
SS) eee ee 1,126,132 1,433,522 1,535,502 +36.4 +7.1 160,034 160,888 +0.5 
Evansville, Ind. ....... 2,181,732 1,786,835 2,118,084 —2.9 +18.5 185,178 210,728 +13.8 
Fall River, Mass....... 573,963 615,370 549,348 —4.3 —10.7 70,946 55,812 —21.3 
a 1,536,122 1,432,228 1,335,782 —13.1 —6.7 189,896 132,552 —30.2 
Fort Wayne, Ind....... 1,743,679 1,918,105 1,762,922 +1.1 —8.1 245,112 220,374 —10.1 
A) 902,382 1,173,914 925,380 2.5 —21.2 116,364 79,739 —31.5 
Grand Rapids, Mich... 1,433,852 1,811,180 1,546,710 +7.9 —14.6 215,768 170,968 —20.8 
Greenvilie, 8. C..cccecs 926,836 1,120,237 1,063,756 +14.8 —5.1 137,646 109,438 — 20.5 
Houston, Tex. ........- 2,296,924 2,693,754 2,822,126 22.9 + 4.8 316,750 330,176 + 4.2 
Indianapolis, Ind....... 2,744,656 3,101,609 2,784,220 +41.4 —10.2 420,770 271,544 —35.5 
Jacksonville, Fla....... 1,472,968 1,726,900 1,616,183 +9.7 —6.4 166,838 185,360 +111 
Jersey City, N. J....... 401,940 390,756 339,973 —15.4 —13.0 42,353 28,966 —31.6 
Kansas City, Kan...... 368,291 470,176 497,126 +34.9 +5.7 49,945 57,911 +15.9 
Knoxville, Tenn. ...... 1,564,682 1,622,950 1,812,328 +15.8 +11.7 205,968 217,336 +5.5 
Little Rock, Ark....... 1,602,692 1,632,858 1,633,170 +1.9 rer 209,944 178,626 —14.9 
[ae BORG Cicckens 624 0e0 ns 4,401,617 4,037,829 abs —8.3 532,493 358,398 —32.7 
Se Ee, sseeneKe eee eae 2,234,758 2,461,639 ss ahcwie +10.2 342,894 264,807 —22.8 
ERR, BEARS. 6.cccvess's 1,692,334 1,623,314 1,382,010 —18.3 —14.9 173,810 126,098 —27.5 
Manchester, N. H....... 563,909 560,438 626,094 +11.0 +11.7 57,758 70,426 + 21.9 
Memphis, Tenn. ....... 1,885,244 1,906,312 1,950,872 + 3.5 2.3 229,642 216,440 —5.8 
Milwaukee, Wis. ...... 2,069,310 2,998,743 2,607,202 + 26.0 —13.1 363,744 279,627 —23.1 
Minneapolis, Minn...... 2,575,301 2,711,820 2,355,054 —8.6 —13.2 299,456 260,729 —12.9 
Moline-Rock Island .... 1,443,330 1,551,662 1,648,514 +14.2 +6.2 169,554 160,776 —5,2 
New Bedford, Mass..... 571,438 593,712 573,426 +-0.3 —2.4 64,988 53,536 —17.6 
New Haven, Conn...... 1,628,046 1,648,976 1,609,174 —1.2 —2.4 189,490 178,290 —5,.9 
New Orleans, La....... 3,485,614 3,633,058 3,198,102 —8.3 —11.9 401,900 334,403 —16.8 
‘New York, M. ¥.....0+ 10,867,867 11,667,791 10,700,085 —1.6 —8.3 1,356,051 1,100,952 —18.8 
tBrooklyn, N. Y........ 1,147,811 1,246,952 897,829 —21.8 —-28.0 137,036 93,519 —31.8 
gy > Serre 1,602,120 1,668,954 1,574,664 —1.7 —5.7 180,432 173,908 —3.6 
3 i) a 1,282,623 1,248,936 1,275,466 —0.6 +2.1 151,284 143,926 —4.9 
Oklahoma City, Okla.... 1,880,984 2,000,096 2,107,504 +12.0 4+5.4 228,258 235,844 +3. 
yp! 1,788,605 1,944,642 1,780,483 —0.5 == 8.5 225,050 205,012 —8.9 
Philadelphia, Pa. ...... 5,003,282 5,436,581 4,827,281 —3.5 —11.2 628,668 503,851 —19.9 
PROOMIR, APIS. ...56000- 1,388,450 1,836,608 1,462,804 +5.4 +9.4 140,070 141,862 +1.3 
Pittsburgh, Pa. ....... 3,909,658 4,333,952 3,764,138 —3.7 —13.2 523,348 432,572 —17.4 
Portland, Ore. ......... 1,937,992 2,105,184 1,940,914 +02 —7.8 223,972 209,986 —6.3 
Providence, R. I........ 2,269,336 2,300,416 1,991,628 —12.2 —13.4 261,878 186,867 —28.7 
po a 2 1,485,364 1,747,984 1,670,105 +12.4 —4.5 208,194 200,032 —3.9 
Richmond, Va. ........ 2,097,648 2,136,498 2,052,932 —2.1 —3.9 270,676 256,844 —5,1 
§Rochester, N. Y....... 2,988,747 3,285,993 2,521,406 —15.6 —23.3 332,333 233,948 —29.6 
Sacramento, Cal. ...... 1,499,629 1,517,404 1,341,138 —10.6 —11.6 160,510 174,084 +8.5 
San Antonio, Tex....... 1,149,491 1,178,254 1,087,438 —5.4 —8.8 155,358 138,780 —10.7 
Gan DOO, COliesssisss 2,531,900 2,570,722 2,237,032 —11.7 —13.0 254,184 194,796 —23.4 
San Francisco, Cal..... 2,710,748 2,809,525 2,776,570 2.4 —1.2 384,262 324,423 —15.6 
Seattle, Wash. ........ 1,752,712 1,819,770 1,569,078 —10.5 —13.8 226,632 201,880  —10.9 
South Bend, Ind........ 1,340,937 1,685,411 1,277,030 —4,.8 —24.2 212,699 114,271 —46.3 
Spokane, Wash, ....... 1,300,790 1,321,782 1,337,658 +2.8 +1.2 143,486 140,840 —1.9 
Ce. BIG, Beiscsice none 2,936,060 3,385,270 3,161,690 +7.7 —6.6 399,810 362,415 —9.4 
Bt, Pewl, BEAM isc 2,201,908 2,148,228 2,091,986 —5.0 —2.6 242,713 247,331 +1.9 
Byracuse, N. Yocccccces 1,785,211 1,927,977 1,700,267 —4,.8 —11.8 230,741 183,400 —20.5 
*Tacoma, Wash. ...... 1,030,654 1,161,158 1,036,700 +0.6 —10.7 135,590 120,372 —11.2 
yg a 1,132,098 1,089,662 1,134,896 +0.2 +4,2 136,668 122,570 —10.3 
So a ae ee 2,239,548 2,352,434 2,229,683 —0.5 —5.2 205,566 230,542 +12.1 
Toronto, Ont,, Can........ 3,821,152 3,732,493 3,173,013 —16.9 —15.0 391,548 337,798 —13.7 
Ji. SS Sear 607,110 689,402 604,730 —0.4 —12.3 75,152 57,960 —22.9 
ge eee 1,650,390 1,624,952 1,647,304 —0.2 +1.4 203,266 172,368 —15.2 
Washington, D. C....... 6,018,701 6,477,829 5,887,238 _ 2.2 —9.1 763,051 702,761 ie 
Worcester, Mass. ...... 1,837,264 1,858,174 1,904,091 +3.6 2.5 215,266 174,776 —18.8 
Youngstown, O. ....... 1,555,172 1,520,178 1,350,061 —13.2 —11.2 163,916 143,360 —12.6 
i) re ae tr 159,472,623 178,272,803 166,311,607 +0.2 —§.7 21,374,073 18,202,478 —14.8 


+New York American discontinued 


June 24, 1937. 


tBrooklyn Times-Union discontinued June 8, 1937. 7 
§$Journal and Sunday American discontinued June 8, 1937. 


*Daily Ledger discontinued June 23, 1937. 


Re-Elect Wisconsin 
Outdoor Leaders 


All officers of the Outdoor Adver- 
tising Association of Wisconsin 
were re-elected at the annual con- 
vention March 9-10 at the Pfister 
hotel. 

They are Ray E. Fitch, Racine 
Poster Advertising Company, Ra- 
cine, president; Joseph Mierswa, 
Oshkosh Outdoor Advertising Com- 
pany, Oshkosh, vice-president, and 
Harry J. Fitzgerald, Cream City 
Outdoor Advertising Company, Mil- 
waukee, secretary-treasurer and na- 
tional director. 


Reilly Opens Drive 


William B. Reilly, Inc., New Or- 
leans coffee roaster, has launched 
newspaper advertising to introduce 
its new “Luzianne Coffee Candy” 
in the New Orleans area. 


Crawfish Bisque Bows 


Knott’s crawfish bisque, a Louisi- 
ana seafood delicacy, is being in- 
troduced in Louisiana through 
newspaper advertising. It is canned 


in Napoleonville, La. 


“Architectural Record” 


Staff Is Expanded 


J. B. Greiner, Jr., for five years 
with American Architect and Archi- 
tecture, has joined the Eastern adver- 
tising sales staff of Architectural 
Record. He will work from the New 
York office. 


Set Florida 4 A’s Dates 


T. T. Phillips, president of the 
Jacksonville Advertising Club, has 
announced that the annual conven- 
tion of the Florida District of the 
Advertising Federation will be held 
at Ponte Vedra May 7-8. 


Kasper Covers Oshkosh 


Harold Kasper, formerly of the 
Green Bay, Wis., office of WHBY 
and WTAQ, has been named time 
salesman in the Oshkosh, Wis., ter- 
ritory. 


New Arrowhead Schedule 
California Consolidated Water 
Company, Los Angeles, will open 4 
new daytime time-signal schedule, 
starting April 3. The McCarty Com- 
pany, Los Angeles, is the agency. 


Special Etex Drive 

Although the entire county ticket 
in this summer’s primary election 
will not carry over 36 names, the 
Etex Outdoor Advertising Com 
pany, Longview, Tex., is utilizing 
poster space to reach these aspil- 
ants for office. 


Portable-Exbibit < 
BACKGROUNDS 
with NAME 
Colorful Fabrics 
CAMDEN & CO. 


160 N. Wells 
CHICAGO 


TORONTO 

MONTREAL 
WINNIPEG 
LONDON, Eng. 


15 car 
price 
000,006 
been &§ 
the wi 
pected 
been | 
New 
try are 
fine e 
tended 
availin 
the en 
display 
made 
leadin; 
Many 
such 
suppor 
their ¢ 
motion 
On 1 
which, 
throw! 
paign 
preven 
proper 
ment ¢ 
dealer: 
receiv 
days | 
openin 
three 
rade, 
imposs 
would 
impres 
The 
in for 
altoge' 
deadlil 
in ma 
hard-e 
revenu 


Fore 
an ag; 
during 
featur 
Other 
simila 
asked 
that «¢ 
tingen 

Whi 
definit 
comin 
W. Ay 
assert 
on Ma 
the a 
precec 
York | 
Hudsc 
were 
ting t 
the w 

Joh 
ager 
troit, 
used 
avera: 
two yw 
deals 
avera 
about 
accor, 

The 
dlrea, 

lighe 

Corpo 

409 ¢ 


= 


* A a Re #3 ! os ee NY ~~ mo 4 é & oie oa ~ as wow cela a" —_— pay, * Pagel Bh 2% <tte At Je ~ Se 4 Pe 
. hd 4 , aa 2 = * ees yy yy ease et ° een é ar es “b. r vt ; ff les ; Regine "4 me. ce , ; ‘3 ee Pe: <6 oe ae Bary 
: = 2 LL __| Marcl 
—_—< 
; — 
B. B. D. & O. STAGES A PARTY R FT 
a : ‘# : ae ; Fe eae 
‘i : . 7 Q a ae: od i a we ¢ : int aU aa 
; Lae Wega ves ; ee a cs ees 
e : % c ¥ oe ea a4 rs A Hie fe oe ee E 
’ oe ee | ee ee ee me { ers ere 
aie a | foe i ante Pa, Pe a) hee a ; OOO ees 
Si ee : ike 4. , Se ee ee, Le oO ?00—0O0>0 5555555566 — rrr... 
3 begs BAS PR ee 
noe eee od: er eee 
i el a a Cy ~~ 
ae, wane 
: § r e. ” iste . isn A Cie a 
a R 1 ° er 
he etail Linage RRR Bo cnavccirenentesnin ae 
bane. 
rs S 
a i as —_———__ 
At et | 
a 
eh y 
ee 
oy eR 
ie . ———— | 
a 
eal 
of es ee By 
Bae 4 
2 ites 
> ile: 
ee as 
ate ene 
3 I 
oe 
ie 
ge 9 
Ree COL 
tinea 
ia ol 
is sal 
ae ee 
eae Re ee ea 
4 
i: ae 
—_— : EEE | 
eee ee aad + ithe gn Set it 
so yr 
E eu fy : 
a : ¥ \ ja 
\ Bri aaa 
ha a VY \ 
eae 4 y 
ree es 
ah ae wh / 
Ree seco 
Ree aes —_ — : 
atialade are ae eee re al : Se a ee — eee —————— 
oe 
Si Bee 
en «Sree 
— 
ae Gi 
ae - Bei, | 
ie oe | 
pe 
ae 
md ' 
gor ahi = tp 
bie os 5 
4 oe ssl sh 
: Jey 
ee ee | : er = 
ee eee mcccemanneeenencngemammemane 
ee em dee | 
tn. se mel AS 
ct ee , iy haa 
ied ee ee PT ERPEet Ey a 
vet sn | qt a et a me 
ie, ae Vidi) se | 
ee eae igt ih A ne / 
Ae neat | | t/ Gime ta 
eee a WE ORAPES-FRAME REQUIRES ONE C 
“| | 4 =" ; 
ORT | stn i 
a oe | : 
~~ | . y REGINAD | 
“oe GIBBONS KNOWS CANADA |i | | 
a St EDMONTONT — 
ae ae | VANCOUWE | 
Rey pat oe, ' , 
ated ee" 
ie eae aly : 
eee ‘ 
ee Be AS hy a bs 
eae 
oe, Sees ee é im . aa tay eae gees 


lm ce S oo eli or be onl bo om & COP 1 OT OO te 


in oy 


bo to Go 


bom oo e 


nt Se in 


‘fa ~. 


~ ~~ oe Poe > 
to in 0 3a 


to ¢ 


~t iv ~~ = 
oe Oo 


ol be 


es eee a 
D> Go Ge oo < 


—<) 


pad nh nd ce 
wr ol ts tm Ha to we 


wo wwe 
€ as -3 


ak ai 2 
moe Ow co 


aed | 
“32 co bo ol 4 


wto 


| 


Pw -3 VIps 


1 @m 
ow 


to to © 


— 
4.8 
nant 


March 14, 1938 


ADVERTISING AGE 


ae oe a 


i PR 2a Raph as ‘S 


35 


REPORTS SHOW 
USED CAR DRIVE 
CLICKS STRONGLY 


(Continued from Page 1) 

15 cars per dealer, at an average 
price of $275. On this basis, $2,- 
000,000 worth of used cars will have 
been sold in Chicago by the end of 
the week. Perhaps more was ex- 
pected, but much less could have 
been realized. 

Newspapers throughout the coun- 
try are coming in for praise for the 
fine editorial cooperation they ex- 
tended during the campaign, many 
availing themselves of the use of 
the emblem which appeared in the 
display copy. Radio stations also 
made time available for talks by 
leading dealers in each locality. 
Many advertisers in allied fields, 
such as tires and gasoline, threw 
support back of the campaign in 
their own newspaper and radio pro- 
motion. 

On the debit side was the secrecy 
which, for unknown reasons, was 
thrown around the proposed cam- 
paign by manufacturers, and which 
prevented dealers from organizing 
properly. The official announce- 
ment of the promotion and the part 
dealers were expected to play was 
received in many cases only eight 
days before the date set for the 
opening. Since it usually requires 
three days for a permit for a pa- 
rade, it was in many cases found 
impossible to stage a pageant which 
would reach the required degree of 
impressiveness. 

The dates fixed are also coming 
in for some criticism. They were 
altogether too close to income tax 
deadlines to create a buying mood 
in many of those who had to yield 
hard-earned cash to the _ internal 
revenue department, it is said. 


Ford Dealers Active 


Ford dealers in Chicago displayed 
an aggressive brand of co-operation 
during the week, joining hands to 
feature a model priced at $345. 
Other dealers adopted somewhat 
similar tactics, though the price 
asked was somewhat smaller than 
that established by the Ford con- 
tingent. 

While it will be some time before 
definite figures on results are forth- 
coming, the New York office of N. 
W. Aver & Son expressed optimism, 
asserting that Ford used car sales 
on March 5 were 300 per cent above 
the average of the ten-day period 
preceding. Chrysler dealers in New 
York reported a gain of 22 per cent; 
Hudson, 5 per cent. Some others 
Were less optimistic, while admit- 
ting that there is still time to turn 
the week into a success. 

John R. Davis, general sales man- 
ager of Ford Motor Company, De- 
troit, said Ford dealers sold 10,000 
used cars Saturday against a daily 
average of 3,400 for the preceding 
‘wo weeks. Forty per cent of these 
deals did not involve trade-ins. The 
erage unit price was $250, or 
about $20 above previous averages, 

according to Mr. Davis. 

The movement of used cars has 
“Teady been reflected in plans for 
Usher production. General Motors 
“poration, which matched Ford’s 
400,000 contribution to National 
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USED CAR REACTION 


a ° 


Oui wishing lor 


f a LaSalle 


Capper & Capper, Chicago men's store, 

suggests now is also a good time to re- 

place the used suit while La Salle broke 

this strong action copy coincidentally in 
newspapers. 


Used Car Exchange Week, has 
added one full day to the working 
time of Buick and Pontiac divisions. 
Chrysler Corporation, which has 
been operating from three and one- 
half to four days, will increase pro- 
duction 20 per cent. 


. How Others Fared 


Reports from other cities follow: 

SAN FRANCISCO—Tod Bates, 
manager of the San Francisco Auto 
Dealers Association, reported Na- 
tional Used Car Exchange Week a 
big success, in spite of adverse 
weather and union salesmen. The 
latter turned thumbs down on Sun- 
day work, killing the joint sales 
smash planned by city and country 
dealers. San Francisco dealers be- 
lieve the campaign’s momentum will 
be felt for some time to come. 

LOS ANGELES—Advertising of 
National Used Car Exchange Week 
was unable to overcome the inertia 
which came in the wake of the re- 
cent flood here. Dealers believe, 
however, that cars ruined by the 
high waters will be replaced in the 
near future, creating a large volume 


of new as well as used car busi- 
ness. 
COLUMBUS—Sales for the first 


four days of National Used Car Ex- 
change Week included 196 passen- 
ger cars and 9 trucks, compared 
with 142 passenger cars and 13 
trucks for the preceding week. In- 
terest in used cars presages a heavy 
week-end volume. 
BOSTON—Governor Charles F. 
Hurley gave Massachusetts car 
dealers a special dispensation al- 
lowing them to remain open last 
Sunday. T. C. Baker, leading dealer, 
sold 9 used cars on that day. Pack- 
ard reported sales of 32 used cars 
in two days and Nash 18 new and 
7 used cars in the same time. The 
Boston Herald estimates sales are 
35 per cent ahead of last week and 
25 per cent above the 1937 period. 


Buffalo Breaks Jam 


BUFFALO—A 10 per cent reduc- 
tion in used car stocks was reported 
by Marjorie M. Baker, executive sec- 
retary, Buffalo Automotive Trade 
Association. 

NEW ORLEANS—More prospects 
than actual buyers were reported 
by dealers here, though Plymouth 
and Packard outlets took the view 
that cars are actually moving. 
Others believe that the cumulative 
effect of the advertising will reach 
its zenith a fortnight hence. 

CLEVELAND — Mae West holds 
no grudge against radio or anybody 
else. Miss West, here for personal 
appearances, joined local officials in 
endorsing National Used Car Ex- 
change Week. Either because or 
in spite of this, the Cleveland Auto- 
mobile Trades Association reported 
1,167 used cars and 226 new cars 
sold to and including Tuesday, as 
compared with 1,014 used and 171 
new for the corresponding period in 
the previous week. 

BALTIMORE — While some _in- 
crease in used car volume was reg- 
istered here, automotive executives 
reported that there is yet no meet- 
ing of the minds between the men 
with money and those with cars. 


Portland Over Top 


PORTLAND, ORE.—“Highly 
satisfactory” is the summary given 
here by Advertising Committee 
Chairman Ralph Morrison, in spite 
of lumber labor’ troubles’ which 
threw some potential buyers out of 


ALLIS - CHALMERS 
MAKES FRIEND OF 
FARMER'S WIFE 


(Continued from Page 1) 
this sum, $550,000,000 is spent on 
farm machinery and $470,000,000 on 
farm equipment, repairs and mainte- 
nance products, or more than a bil- 
lion dollars annually for both. 

The commonly quoted figure in ur- 
ban consumer purchases is. that 
women are responsible for 85 per 
cent of the family income disburse- 
ment. While there are no corre- 
sponding estimates available in the 
farm field, Allis-Chalmers feels that 
the farm has so evolved today that 
the wife’s influence is a potent factor 
and worth cultivating. 

An ifiteresting sidelight to this 
theory is presented by Mr. Gittins. 
He pointed out that formerly the 
farm machinery salesman took par- 
ticular pains to stay away from the 
farmer’s wife and corner the farmer 
out in the barn. 

“Today,” said Mr. Gittins, “the 
smart salesman goes directly to the 
front door of the home and does as 
much of his selling of the benefits 
of equipment to the woman as he 
does to the farmer himself, reserving, 
of course, the mechanical details for 
the man.” 

The initial copy carries out this 
idea. While it is the first outright 
approach to the farm wife in this 
field, the company took a tentative 
step toward the idea last year 
with a color page in Household Maga- 
zine and small space in Capper’s 
Farmer. 


work. Mr. Morrison 
over demand for 
$500-$700 class. 
SAN ANTONIO—While_ returns 
here are reported satisfactory, deal- 
ers think a single week is too short 
and they plan a continuance of spe- 
cial prices and advertising. From 
300 to 500 used cars will be sold 
here this week and as many next, 
according to this campaign plan. 
DES MOINES—About 400 
cars were sold 


was exultant 
used cars in the 


in four days here. 
Chambers Motor Company handled 
42 of these. A huge bonfire of de- 
crepit wrecks started the drive, 10,- 
000 spectators cheering the destruc- 
tion. 

OMAHA—Four hundred used cars 
were sold here in four days, adding 
$100,000 to dealers’ exchequers. The 
campaign stimulated business last 
week also, 300 early shoppers tak- 
ing away used cars, compared with 
a maximum of 200 for any week 
during the last six months. “Huge 
success” is the Omaha verdict. 

DENVER—Used car stocks were 
reduced 25 per cent in three days 
here, according to A. M. McCarthy, 
chairman of the special committee 
of the Denver Automobile Dealers 
Association. Ball & Davidson staged 
a special campaign for the dealers. 
Many used cars in the $400-$600 
bracket were moved. 

AKRON—“Clean deals” as well as 
more volume made local dealers ex- 
ultant over National Used Car Ex- 
change Week. This situation indi- 
cates that many who never before 
owned cars are coming into the mar- 
ket. 

DALLAS—A parade supported by 
bands and police escorts apprised 
the public here of National Used 
Car Exchange Week. A bonfire of 


40 old cars was staged Saturday*7 


night. Sunday sales were forbidden 
because of a city ordinance and 
weather was likewise unfavorable. 
Sales of 100 cars were reported in 
four days, however. 

SEATTLE—Sixty-three used cars 
valued at $41,870 were sold off the 
exposition lot here and 250 more 
direct from dealers’ showrooms in 
four days, Dare Marriott, local 
chairman, announced. The “week” 
closed here Tuesday night with a 
jalopy bonfire. 

OGDEN—Used car sales here are 
running 10 per cent ahead of a year 
ago, pleasant weather and outstand- 
ing bargains contributing to this en- 
viable result. Heavy cooperative 
advertising by dealers, with empha- 
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THEE Senn Races cat 
ALLIS-CHALMERS 
ALL-CROP HARVESTER ===. 


* Swecesser to the Binder’ 


April's Farmer's Wife will carry this 
Allis-Chalmers Company, designed to 
Allis-Chamers' "'standard” 


PROSAIC COPY; THEN ENTER—THE WIFE 


, 


HIS DAOBY BOUGHT AR ALL-CROP HARVESTER 


Tommy s Mother eos woried stew! hervest and threshing hme How m 
the world could she give thot husty young man hie macis right on the 
minute when the had te cook oad scrub end wosh dishes for of! those 
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new tractor-selling copy, at right, for 
win farm women's support. At left is 
farm paper tractor copy. 


sis on halftones, 
slant to the week. 

ST. LOUIS—Used car sales here 
were 50 per cent above normal dur- 
ing the first two days of the special 
drive, according to Joseph A. 
Schlecht, association secretary, who 
said 124 dealers sold 466 cars. Sun- 
day sales were barred. Tuesday vol- 


gave an unusual 


ume declined somewhat, 123 dealers 
reporting 161 sales. 

KANSAS CITY —Conflicting re- 
ports come from dealers here, Chev- 
rolet and Chrysler outlets saying 
that the advertising created a false 
impression, while a Ford retailer 
spoke in glowing terms of a 50 per 
cent increase. 


the Consumer.” 


details, are available on 


Chicago. 


Length: 1,000 words or less. 


Canada. Evening, extension 
dents are not eligible. 


The prizes for each division 


in cash; honorable mentions 


midnight, April 17, 1938. 


sumer educational 
Women’s Clubs; G. D. Crain, 
AGE. 


simple rules. 


Contest Facts 


The third annual essay contest sponsored by AD- 
VERTISING AGE is now in full swing. A total of 
$1,000 in cash prizes is being offered by ADVERTIS- 
ING AGE to the high school and college students 
writing the best essays on “How Advertising Benefits 
Salient features of the competition 
are given here, and small leaflets, giving complete 


Secretary, ADVERTISING AGE, 100 E. Ohio St., 
The Subject: “How Advertising Benefits the Consumer.” 


Who Is Eligible: All undergraduate day students in high 
schools, colleges and universities in the United States and 


The Prizes: The contest is set up in two divisions, one for 
high school students only, and the other for college students 
only. Prizes in each division are identical, and total $1,000 in 
cash, plus two all-expense trips to Detroit, where first prize 
winners in each division will receive their awards during the 
annual convention of the Advertising Federation of America. 


cash, plus a trip to Detroit; second, $100 in cash; third, $50 
Closing Date: All entries must be postmarked not later than 


Judges: Prof. Fred E. Clark, head of department of market- 
ing and management, Northwestern University, and presi- 
dent, American Marketing Association; Dr. Herbert W. Hess, 
professor of marketing, Wharton School of Finance and 
Commerce, University of Pennsylvania; Thomas Robb, man- 
ager, Sales Promotion Division, National Retail Dry Goods 
Association; Mrs. William Dick Sporborg, chairman, con- 
committee, 


Other Special Conditions: There are none. There is nothing 
for entrants to buy, no entry blank to fill out, and no special 
conditions to be met, except those embodied in the very 


request from the Contest 


or correspondence school stu- 


are as follows: First, $250 in 


(10), $10 each. 


General Federation of 
Jr., publisher, ADVERTISING 
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MARCH LINAGE 
DROPS 10.97% IN 
FARM MONTHLIES 


New York, March 11.—Commercial 
display advertising in monthly farm 
publications experienced its third 
successive loss in March, totaling 
347,947 lines, a drop of 10.9 per cent 
from the March, 1937, total of 390,- 
857, according to Publishers’ Infor- 
mation Bureau. The February loss 
for the monthlies was 11.7 per cent. 

Other farm paper groups, report- 
ing February linage today, likewise 
exhibited losses. Semi-monthlies 
made the best showing, reporting 
106,229 lines, a drop of but 0.7 per 
cent from the last year’s figure of 
106,917. 

Bi-weeklies scheduled 362,269 lines, 
a loss of 15.6 per cent from the Feb- 
ruary, 1937, total of 429,610. 


Weeklies Drop 33% 


Weeklies reported 96,737 lines for 
the month, a decline of 33.4 per cent 
from the 145,263 reported for the 
month in 1937. Dailies scheduled 
119,814 lines in February, a drop of 
10.5 per cent from the 133,984 total 
for that month last year. 

Poultry and livestock linage also 
showed declines, although in most 
cases these were not as large as 
those for commercial display. 

Figures for the individual publica- 
tions are shown in the accompanying 
table. 


“Revista Aerea”’ 
Stands Alone 


Revista Aerea-Aero Digest, Mexico, 
Cuba, The West Indies, Central and 
South America, issued last Septem- 
ber as a supplement to Aero Digest, 
will appear as an individual maga- 
zine April 15. Frank A. Tichenor is 
publisher. 


THE 


PICTURE 
SHOUTS 


. . . When it’s 
bigged-up the 
Rapid Giant 
Print way. 


OUR sales _ portfolios, 

client presentations, 
class instruction charts, 
court exhibits — they 
achieve unexpected new 
persuasive powers when 
you MAGNIFY them by 
using big Rapid Giant 
Prints instead of the small, 
conventional - sized _ prints 
and pages. Rapid's Giants 
are as sharp as a tack, their 
cost is low, their effective- 
ness great. Say it BIG and 
put it over! Let a Rapid 
Contact Man explain. 


Photostats— Giant Prints 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 415 Lexiang- 
tea, 444 Madisen, VAnderbiit 3- 3688, 
CLEVELAND, Ninth — Chester Bidg. 


MAI n $335 @ CHICAGO, 110 So. Dear. 
bern, 228 Ne. La Salic, 360 No. Michigan 
Ave., 173 W. Madison St., STAte 5977. 


Pages Lines Pages 
Monthlies 
*American Fruit Grower 18.3 8,263 18.1 
American Poultry Journal 
Eastern Edition ..... 19.5 8,366 25.5 
Breeders’ Gazette 1.16 5,232 11.8 
California Citrograph.. 27.1 18,262 29.0 
Capper’s Farmer ...... 30.0 20,442 36.2 
*Carolina Co-operator.. 19.3 8,106 20.1 
Country Gentleman.... 42.8 29,120 47.7 
Country Home ........ 26.0 17,682 27.6 
Parm Journal ........ 39.8 17,098 42.7 
*Florida Grower ...... 10.6 7,232 10.3 
*Kentucky Farmers 
Home Journal ...... 11.6 9,169 6.3 
*Hoosier Farmer ...... 9.8 7,142 6.1 
National Livestock 
PROGROOE cccccccceocs 6. *4,781 7 
Nation’s Agriculture... 7.2 3,252 9 
*New Jersey Farm & 
CONGR once ccevecece 28.9 13,014 26.5 
*Ohio Farm Bureau 
DN civeccsapeen é of 11.2 5,057 12.9 
Poultry Tribune: 
Eastern Edition - 23.0 9,868 26.9 
Progressive Farmer— 
Southern Ruralist: 
Carolina-Va. Edition. 30.4 22,152 39.3 
Georgia-Ala. Edition. 29.0 21,120 36.2 
Kentucky-Tenn. Ed.. 27.0 19,692 33.2 
Mississippi Edition.. 26.4 19,287 33.2 
Texas Edition ...... 24.6 17,946 29.4 
tAll Editions ....... 21.5 15,657 25.4 
tAver. of 5 Editions 27.5 20,039 34.3 
Rural Progress ....... 8.1 »,530 10. 
Southern Agriculturist. 18.1 ; 


Southern Planter ..... 19.5 14,255 
Successful Farming 31.2 22,741 
Total GFOUD ..cccecs ‘ 347,947 


Semi-Monthlies— (February) 
12.8 


Arizona Producer .... 12 10,107 15.9 
Farm & Ranch........ 21.5 16,281 23.4 
Farmer-Stockman 19.7 14,924 21,5 
Hoard’s Dairyman 23.8 17,364 26,7 
Missouri Farmer ...... 10.8 8,486 7.9 
Montana Farmer ...... 18.3 13,857 17.3 
Utah Farmer ......e0. 14.6 11,075 14.3 
Western Farm Life.... 18.0 14,135 13.6 
Total Group ...ceecs 106,229 


Bi-Weeklies— (February) 
Two issues unless otherwise noted. 
American Agriculturist 18.0 13,110 
California Cultivator... 32.9 24,898 


-—Commercial Display—, 
r——1938——,  _-——1937T—7- 


ADVERTISING LINAGE IN FARM PAPERS FOR MARCH 


Poultry and Poultry and 
Livestock Livestock 
Display -—Commercial Display—, Display " 
1938 1937 -——1938——, c———1937—, 1938 1937 
Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Dakota Farmer ....... 12.5 9,664 17.6 13,649 639 646 
S.3GG these | «« O600s The Farmer—General 
DEE nc ceeraces ced 3.9 18,749 27.0 21,225 2,001 1,701 
10,955 8,118 8,576 |Idaho Farmer ........ 20.4 15,443 21.5 16,303 130 368 
6,343 1,797 1,575 | Indiana Farmer’s Guide 16.9 13,296 20.5 16,147 332 363 
29,686  cecce severe Kansas Farmer ...... 18.3 13,950 21.7 16,560 2,185 3,039 
24,644 451 808 | Michigan Farmer ..... 20.7 15,943 26.7 20,580 2,146 1,831 
B.44B .cccoe cvcce Missouri Ruralist ..... 12.3 9,395 14.7 11,209 283 371 
32,486 1,649 2,393 | Nebraska Farmer ..... 22.5 16,432 27.8 20,295 1,593 2,243 
18,783 710 963 |tAverage 4 Editions... 23.8 17,363 29.3 21,389 2,195 2,655 
18,355 1,286 1,592 | New England Home- 
7.088 aces (69088 PN - cachéaeecnnees 26.8 18,802 30.4 21,317 3,459 3,646 
Ohio Farmer ........- 24.5 18,827 29.4 22,640 982 712 
4,975 506 937 | Oregon Farmer ....... 23.9 18,134 23.5 17,769 70 42 
4,450 acak e0Gan Pennsylvania Farmer... 24.4 18,796 29.3 22,556 3,134 3,519 
Prairie Farmer 
*5,412 54 126 TE keeeetensnens 29.6 21,586 38.2 27,859 1,105 1,971 
2.694 coor coves EMGIBRA 3 cccccecseses 29.6 21,686 31.9 23,282 1,105 1,846 
Rural New Yorker.... 25.0 19,614 31.7 24,860 6,995 8,136 
11,962 2,245 2,641 | Wallaces’ Farmer & 
Iowa Homestead..... 28.3 22,209 34.0 26,675 3,319 4,005 
6,823 542 190| Washington Farmer... 23.1 17,497 24.9 18,851 70 42 
Wisconsin Agriculturist 21.6 16,975 25.1 19,681 1,961 3,183 
11,548 7,629 8,729 - aa 
Total Group ........ e+e 362,269 . 429,610 36,674 44,215 
= Weeklies—(February)— 
28,680 617 623 Four issues unless otherwise noted. 
26,402 457 566 | Capper’s Weekly....... 3.3 7,580 4.4 9,996 1,135 658 
24,180 595 720 | Dairyman’s League 
24,183 673 Se WE sb cnccenanandses 7.0 4,400 7.4 5,390 558 676 
21,427 791 911] pacific Rural Press: 
18,524 ...-. «+s--| Northern Edition.... 36.3 27,475 61.5 46,523 2,261 1,688 
24,974 626 740] Southern Edition.... 33.6 25,407 655.7 42,118 2,601 1,688 
7,020 558 738 | Semi-Weekly Farm News 
15,365 312 494) Friday Edition...... 3.8 9,104 4.7 11,284 111 99 
17,289 714 922) tuesday Edition..... 2.6 6,396 2.5 5,940 110 71 
25,715 707 =: 1,090 | Weekly Kansas City Star: le. iil el 
Misso So” aaa 6.6 16,375 9.7 24,062 ’ ’ 
. 390,857 30,411 35,475 SeCErt sertion a 
Total Group ........ 96,737 - 145,263 7,969 9,996 
12,627 132 396 |  *Dailies—(February) 
17,722 2,413 = 2,139 | Chicago Daily Drovers 
16,305 1,633 dt a peers 12.2 26,170 14.8 31,647 5,502 6,464 
19,502 1,971 1,424) Kansas City Daily Drov- 
6,205 485 811| ers Telegram ...... 7.9 38,228 18.7 39,937 10,628 12,193 
13,131 1,679 =—:1,326 | Qmaha Daily Journal- 
10,837 1,918 = =1,065|)  stockman ........+- 4.7 31,428 15.6 33,408 11,074 10,671 
10,688 627 372/ st. Louis Daily Live ie . wala 
° : cease 11.2 23,988 13.6 28,992 3,532 3,78 
- 106,917 10,758  8,397| Stock Reporter = =— 
Total Group ........ . 119,814 133,984 30,736 33,114 
17,368 2,699 3,537 *Figures provided by publisher. 
29,395 271 35 tNot included in total. 


’38 McCandlish 
Poster Contest 
Won by Binder 


Philadelphia, March 10.—First 
prize of $1,000 in the McCandlish 
Awards for 1938 went to Joseph Bin- 
der, New York, for a poster design 
for Ballantine’s beer, A. R. McCand- 
lish, president, McCandlish Litho- 
graph Corporation, announced today. 

Second prize of $250 was taken by 
Reeve Limeburner, New York, for a 
design for the Bowery Savings Bank, 
and third award of $100 went to Rob- 
ert Pettinato, Philadelphia, for a 
poster for Standard Oil Company of 
New Jersey. 


Is Design Expert 


Mr. Binder, a native of Austria, 
was state expert on graphic design 
for that country. He has been a 
guest instructor at the Art Institute 
of Chicago. His winning poster is 
streamlined in design, showing a 
burly youth with an armload of 
barley. 

The Bowery Savings Bank poster 
was entitled, “Drop by Drop,” and 
the illustration consisted solely of a 


Copy Blast Slaps 
“Recession” Factors 


Cleveland, March 10.—War- 
ner & Swasey Company this 
week called a spade a spade in 
slapping negative business fac- 
tors through a new copy series 
in major business magazines. 
The first insertion offered a 
“New Industrial Dictionary,” 
analyzing the oft-quoted words 
“competition,” “investment,” 
“recession” and “tax.” The sec- 
ond insertion advanced mod- 
ernization as a practical sug- 
gestion for troubled times, as- 
serting that “no manufacturer 
can go wrong at any time, 
under any regime, by produc- 
ing better work at lower cost.” 
A third insertion discussed 
“conspiracy” as that word 
might be constructively applied 
to better business. Griswold- 
Eshleman Company, Cleveland, | 
is the Warner & Swasey 
agency. 


| 


drop of water falling into a bucket. 
The Esso poster was called, “Tops,” 
this being the only word of copy be- 
sides the brand name. 


Rice Named Head 
of Technical Staff 


Arthur L. Rice has been elected 
chairman of the board of directors, 
Technical Publishing Company, Chi- 
cago, publisher of Power Plant Engi- 
neering, following reorganization ne- 
cessitated by the death of Edward R. 
Shaw, former president of the com- 
pany. 

Other officers are Kingsley L. Rice, 
president; Walter Painter, vice-presi- 
dent and advertising manager; Ed- 
win C. Prouty, vice-president, re- 
search and circulation manager; Mr. 
Rice, treasurer, and Charles. S. 
Clarke, secretary. Field representa- 
tives have not been changed. 


To Push Apples 


Senator Arthur H. Wicks of Kings- 
ton has introduced to the New York 
legislature a bill which would pro- 
vide a $5,000 appropriation for pro- 
motion of state apples and other 
fruits through the conservation com- 
mission. Apple growers of the Hud- 
son valley, the Senator’s district, are 
at present staging a promotion of 
their own. 


New Seagram Drive 


Seagram - Distillers Corporation, 
New York, has launched a magazine 
and newspaper drive for its Five and 
Seven Crown whiskies, basing copy 
on results of a “taste test” previously 
staged by the company. 


giant new spectacular. 


R = 


TOUCH OFF GIANT LIQUOR SPECTACULAR IN MIAMI 


Col. E. C. Kennedy, National Distillers Corporation Eastern sales manager, turns the switch in Miami to light the company's 
In on the festivities are Henri Lanson (left), French wine producer; Glen Wilcox, National Distillers 


Florida manager; Meyer Rauzin, president, Standard Wine & Spirits Company; J. L. Owens, president, Mercantile National 
Bank; Monte Selig, vice-president of Standard Wine & Spirits; E. B. Elliott, president, E. B. Elliott Sign Company, and J. K. 


Gould, National Distillers advertising executive. 


Varied Appeal 7 
for Zenith Deb 


AND LET THE 
RADIO NURSE GUARD YOUR LOVED ONES 


WHY DIDNT 


| HEAR HER CALL 
Seti sand ia 


You Cun Safely Close The Door— 


These stronq illustrations will appear in 

various April women's magazines, mark 

ing the opening of promotion for the 
new Zenith Radio Nurse. 


Confectioners Plan to 
Use $1,000,000 Displays 

The National Confectioners’ As | 
sociation has laid plans to place | 
1,000,000 window transparencies i 
store windows, automobile windows 
and in stores as a means of increas 
ing candy consumption from 16 
pounds per capita to 20 pounds dur 
ing 1938. 

Heading the campaign are Otto 
Schnering, president, Curtiss Candy 
Company; W. C. Dickmeyer, pres! 
dent, Wayne Candy Company, and 
Harry Chapman, vice-president of 
the New England Confectionery Com: 
pany. 


Loss Leader Bill in R. I. 


A loss leader bill has been intro 
duced into the Rhode Island legis 
lature. It would set a retail mii 
imum selling price to be arrived 
at by taking the invoice or Tt 
placement cost to the retailer and 
adding freight cost, cartage cost 
be figured at three-fourths of 1 pe 
cent of the cost of the retailer plus 
6 per cent mark-up. The wholesale 
minimum would be figured the same 
excepting for a two per cent mark- 
up. A maximum fine of $500 for 
each violation would be included 1 
the act. 


New Frisco Drive 


Frisco Railway, St. Louis, “4 


launched a drive in newspapers 
all on-line cities, with insertion 
turing an outline map of the SY 


i i yes. 
and listing the states it serv ot o 


s fea- 
stem 


Coulter is general traffic mana 
the railway. 
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COOK UTILIZES 
COPYRIGHT ACT 
IN NEW MANNER 


(Continued from Page 1) 
advertising ideas as important 
enough to justify retention of a firm 
of lawyers specializing in slogan 
and trade-mark protection. Its con- 
ception of its rights is somewhat 
more rigid than that of many adver- 
tisers who rely on common law to 
ward off infringers. This is due, 
according to the company, to the 
fact that piracy is more rampant 
in the paint field than in most 
others. 


Gives New Protection 


While Cook copyrights most of its 
advertisements, it emphasizes the 
advantage of registering slogans and 
other catch phrases, constituting the 
backbone of campaigns. 

“When we relied exclusively on 
copyrights,” explained C. Earl Hovey, 
of Hovey & Hamilton, the company’s 
legal counsel, “we were confronted 
with the necessity of proving priority 
of use and other facts before a court 
would issue appropriate orders. By 
availing ourselves of the facilities of 
the Patent Office, as well as those of 
the Copyright Office, we find our- 
selves in a much stronger position 
in a court of law. Under certain 
conditions, infringement of registra- 
tion of a print makes the violator 
subject to triple damages.” 

The Cook methods apparently are 
made possible by Section 28 of the 
Copyright Act, which appears to con- 
flict with some of the subsequent 
sections. Section 28 reads as fol- 
lows: 

“The word ‘print’ as used in Sec- 
tion 3 of the Copyright Act, so far 
as it relates to registration in the 
Patent Office, is defined as an artis- 
tic and intellectual production de- 
signed to be used for an article of 
manufacture and in some fashion 
pertaining thereto, but not borne by 
it; such, for instance, as an adver- 
tisement thereof.” 


Definition of Label 


A “label,” on the contrary, can be 
registered in the Patent Office only 
when it is designed to be stamped 
directly upon the article of manu- 
facture, or upon a slip or piece of 
paper or other material to be at- 
tached in any manner to manufac- 
tured articles or their containers. It 
is important, therefore, to use 
“print,” rather than “label,” in nego- 
tiations with Washington. 

While this method protects adver- 
tisers from infringement by un- 
scrupulous competitors, it also pre- 
vents them from trespassing against 
others, said Mr. Hovey. He added 
that a national advertiser was re- 
cently forced to scrap valuable plates 
and plans for an entire campaign be- 
cause he discovered, too late, that 
the basic idea had been monopolized 
by a member of the same industry 
through the print provision of the 
Copyright Act. 


Join Appalachian 


Southern high volatile coal pro- 
ducers, meeting in Cincinnati March 
‘, agreed to prevent a_ prolonged 
Price war by selling their tonnage 
through Appalachian Coals, Ine., 
Marketing agency with headquarters 
’ Cincinnati. About 80 per cent 
of the tonnage mined in the eight 
Producing districts is now _ repre- 
Sented by contracts signed or by 


Dledges of operators to sign con- 
tracts, 


Send for this provocative booklet— 


“KIT-0’- NINE-TALES” 


A lash for lagging copy ! 
You'll profit from read- 
ing these nine meaty 
> reprints of PRINTERS’ 
INK ARTICLES, AD CLUB 
TALKS. ETC....For any one 
you interested in advertising. . . **If 

~~ ¢8one stale, itwill freshen you!’ *—Copy 
me Ki ‘Food for thought!" *—SalesMer.... 25¢ 

it” postpaid. Send for copy today !... Address- 


4 SOWERS, 916 Meredith St., DAYTON, O. 


a! Practitioner of Advertising 


“Help Wanted,” 
“Representatives Available,” 
eash with order. 

All other classifications (single in 
$4.75 per inch. 
insertions, 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


The rates for this department are as follows: 


“Representatives Wanted,” and 


Terms 


sertion rates): % in., $2.75; 1 to 3 in., 


Write for descriptive folder describing discounts for term 


POSITIONS WANTED 


ADVERTISING SERVICE 


COPYWRITER 

Somewhere there is a ranking organi- 
zation which is looking for a univer- 
sity man around thirty who is an ace 
in his field, who has on several occa- 
sions been cited nationally for his 
work in copy and visualization, who 
appreciates the importance of sound 
research, who is alive to the present 
and future responsibilities of adver- 
tising, who enjoys the business and 
who likes people. His experience in- 
cludes the planning and execution of 
successful national campaigns for au- 
tomotive, heavy industry, household 
appliance, service and cosmetic ac- 
counts. If you can make a man of 
this type profitable to your organiza- 
tion your inquiry will be welcome. 
Box 1385, ADVERTISING AGE, Chgo. 


RADIO RELATIONS Publicity Execu- 
tive ten years with radio stations and 
national advertisers placing publicity 
on radio stations and chains and han- 
dling it on the radio end. Available 
as consultant for national advertiser. 
Box 1387, ADVERTISING AGE, N. Y. 


ADVERTISING MANAGER, now em- 
ployed, seeks greater opportunity 
with manufacturer. Nineteen years’ 
experience, Finest references. 

Box 1386, ADVERTISING AGE, N. Y. 


Young business man—own business 
past nine years—seeks start in adver- 
tising field. Has proven ability in that 
direction. Salary inconsequential. 

Box 1388, ADVERTISING AGE, N. Y. 


REPRESENTATIVES AVAILABLE 
GoobD ADVERTISING SALESMAN 
wants to represent large magazine or 
newspaper in New York. Write a 
Box 1363, ADVERTISING AGE, N. Y. 
HUSTLING YOUNG sales representa- 
tive can add one or two publications 
to his list in Detroit. 

Box 1383, ADVERTISING AGE, Chgo. 


A merchandising plan developed for 
you to sell goods or service in today’s 
market. Mail order, direct mail or 
sales through agents. Advertising and 
publicity campaigns created. Sales 
analyses. Eighteen year’s experience 
pulling and CLOSING inquiries. Mod- 
erate fee basis 

Box 1377, ADVERTISING AGE, Chgo. 


DUPLICATOR SUPPLIES 


WE OFFER YOU 
low prices on all duplicator supplies. 
Inks, Stencils, etc. Repro-graph Dup- 
licators from $9.95 up. Everything 
for the stencil duplicator—‘the best 
for less since 1929.” Free literature. 
Stowe Novelty Sales 
Box 463AA Bartlesville, Okla. 


MISCELLANEOUS 


INCOME TAX MAY CUT INTO MARCH 
budgets, but you can save it back by 
cutting down on printing bills with 
newest process! Reproduces illustrated 
advertising material, direct-mail 
pieces, reprints, etc., without type- 
setting and engraving costs. 
Short runs no disadvantage!! 
300 COPIES (8%x11"”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 
quantities 
Any size furnished. Free informative 
booklet on request 
Laurel Process, 480 Canal St., N. Y¥. C. 


PHOTO POST CARDS 

SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 
GRAPHIC ARTS PHOTO SERVICE 

3rd & Market Sts., Hamilton, Ohio 


 CIGARET LIGHT 
‘WINDPROOF LEKTROLITES! 


The cigarette lighters that mabe 
cigarettes taste better-~and do not 
jellow teeth or fingers! 
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USE PACKARD LEKTRO- sn 


This 
stars, will appear for its cigaret lighter 


Packard copy, featuring movie 


in summer magazines. (Story on Page 22.) 


Debate End of Indiana, 
Michigan Beer War 


Governor Frank Murphy will make 
the State Liquor Control Commis- 
sion’s final decision to end or pro- 
long the Michigan-Indiana beer war, 
it has been learned. 

Edward W. McFarland, Michigan 
Liquor Control chairman, announced 
after hearing arguments of Michigan 
brewers and distributors, that he 
“couldn’t say” when a decision would 
be forthcoming. 


Tanner Milcor President 


E. A. Tanner, formerly vice-presi- 
dent in charge of sales of Milcor 
Steel Company, Milwaukee, has 
been elected president, succeeding 
Louis Kuehn, who becomes chair- 
man of the board. Mr. Tanner has 
been associated with Milcor- 18 
years, starting in the sales depart- 
ment. 


Lefton Appointed 


The Philadelphia Gas Works Com- 
pany has appointed Al Paul Lefton 
Company, Philadelphia, as its adver- 
tising agency. 


P&G Launches 
$92,000 Camay, 


Crisco Contest 


New York, March 10.—Announcing 
contest prizes with a total value of 
$92,000, Procter & Gamble Company, 
Cincinnati, revealed spring promo- 
tional plans this week which will be 
keyed by two consumer contests on 
behalf of Camay soap and Crisco 
shortening. 

The Camay and Crisco plans indi- 
cate that Procter & Gamble will con- 
tinue to employ contests as the prin- 
cipal instrument for consumer pro- 
motion. During 1936 the company 
offered $104,000 in prizes and fol- 
lowed last year with $70,000. The 
new contests will boost the prize 
total to $240,000 for a period of a 
little over two years, 


Daily $1,000 Prizes 


The Camay series, handled by 
Pedlar & Ryan, Inc., will consist of 
30 daily contests starting March 28. 
“I believe Camay is best for my com- 
plexion because ...” is the sentence 
to be finished by all entrants. The 
daily prizes will be $1,000 cash and 
40 Emerson radios. Full color page 
insertions will appear in Collier’s, 
Cosmopolitan, Ladies’ Home Journal, 
McCall's, The Saturday Evening Post, 
This Week, True Story and Woman's 
Home Companion. 

The Crisco contest, directed by 
Compton Advertising. Inc., will con- 
sist of six weekly contests from 
March 21 to May 1. A first prize of 
$1,000 and 200 other prizes of West- 
inghouse vacuum cleaners, will be 
awarded weekly for endings of the 
sentence, “Crisco is my _ favorite 
shortening because...” Crisco and 
Camay facsimiles must accompany 
entry sentences for the respective 
contests. 


Pierce in New Post 


W. H. Pierce has been named 
sales manager of Walther Brothers 
Brewing Company, Menasha, Wis., 
in addition to his duties as secre- 


tary and treasurer. 


SURVEY REVEALS 
ALLOWANCE WILL 
END WIFEY'S NAG 


Philadelphia, March 9.—Husbands 
who want to keep their wives happy 
will give them housekeeping allow- 
ances and refrain from nagging at 
them about the money they spend on 
their clothes, according to the report 
of a nation-wide survey on money 
published in this month’s Ladies’ 
Home Journal, the third of a series 
titled “What Do the Women of 
America Think.” 

Women control 80 per cent of the 
money spent in this country but too 
many still have to ask their hus- 
band’s permission to spend it, ac- 
cording to the survey, Eighty-eight 
per cent of them have protested vig- 
orously. They want their own spend- 
ing money. Twice as many women 
said the wife was more capable of 
handling the family budget than the 
husband. Control of the family 
finances should be entirely in the 
wife’s hands, they said. However, 
the fact that the husband still con- 
siders himself in partial control is 
revealed in the fact that 75 per cent 
of the wives admit that the house- 
hold spending is currently a partner- 
ship affair between husband and 
wife. 

48% Get Allowances 


Forty-eight per cent of the wives 
in America are actually given house- 
keeping allowances now. Of the un- 
married girls, 94 per cent have 
issued an ultimatum demanding an 
allowance. Although the average on 
which the women interviewed got 
married was $29 a week, some have 
married on as little as $15. They 
answered a resounding “yes” to the 
question “would you do it again?” 

The American husband’s attitude 
toward his wife’s expenditure on 
clothes is the major cause of finan- 
cial squabbles, the survey shows. As 
eager to maintain his unflagging de- 
votion after marriage as she was be- 
fore, his wife insists clothes are as 
important after marriage as before. 
Food, household expenses, entertain- 
ment, liquor and auto expenses fol- 
low in the order named as other 
major causes of financial disagree- 
ments. 


Marriage Is Disappointment 


The wide disparity in what wo- 
men feel they should have and what 
they actually get, is reflected in the 
figures on the money a_ young 
couple should have before getting 


Son Follows Dad in 
Chevrolet School 


Detroit, March 10.—A new 
type of industrial school made 
its debut here this week as 25 
sons of Chevrolet dealers from 
all sections enrolled for a 
seven-week course in Chevro- 
let’s school of modern merchan- 
dising and management. W. E. 
Holler, Chevrolet general sales 
manager, Officially opened the 
school which is intended to 
send the boys back home after 
“graduation,” ready and able 
to “carry on” for their respec- 
tive fathers. 


married. While the majority feel 
that $30 is the minimum on which 
two people should marry, 21 per 
cent said $20, 57 per cent said $21 
to $39, and 22 per cent said $40 or 
more. 

The average income on which a 
family of four could live comfort- 
ably was considered to be $44 a 
week, although the women in the 
$1.500-and-over-a-year families were 
sure that $54 should be the mini- 
mum. 

In 1936 about 6 billion dollars was 
spent in America for installment 
purchases. And about one dollar 
in every 10 spent in the nation’s 
department stores is for an install- 
ment purchase. What do the women 
of America think of installment buy- 
ing? Forty-six per cent approve of 
it, and 59 per cent do not consider 
it a burden; 88 per cent believe in- 
stallment buying has made possible 
their purchasing household equip- 
ment, automobiles, and other things 
they otherwise could not have pos- 
sessed. 

Saving money on a_ systematic 
basis is done by 40 per cent of the 
families in this country, but women 
with incomes of more-than-$1,500- 
a-year report a majority who sys- 
tematically save. 

The method used in obtaining this 
cross section of the opinion of 
America’s 37,000,000 women is the 
one which, with amazing accuracy, 
has foretold results on major elec- 
tions of the past few years. In 
cities, towns and rural sections, 
women, married and unmarried, rich 
and poor, were interviewed in or- 
der to measure their opinions as 
precisely as the science of statistics 
makes possible. 


KSEI, KTFI to NBC 


Stations KSEI, Pocatello, and 
KTFI, Twin Falls, Idaho, will affiliate 
with the National Broadcasting Com- 
pany’s north mountain group 
March 15. 
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A IMPOSING group of successful advertising execu- 

tives and advertising agencies find this a lucky 
number. It enables them to use a service consisting of 
ad-setting, engraving, and printing—all junder one roof 

. Specially: trained men are “always on, their toes to 
serve you so. well that you will, come back again. We can 
lighten your ‘burdeng—and at the same timfe Produce 
better and: more profitable printing for you»at a sav- 
ing of time, Pore afid money, Phone Wabash 7820 
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FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
504 SHERMAN STREET, CHICAGO +» WABASH 7820 
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All-American 
Package Award 
Winners Named 


(Winners’ pictures on Page 39) 

New York, March 11.—The rapid 
strides made in the packaging in- 
dustry during the past six years 
were evidenced today with an- 
nouncement of 62 winners in the 
1937 All-America Package Competi- 
tion, sponsored by Modern Packag- 
ing. 

They were selected from more 
than 21,000 entries, as compared to 
271 entries for the 1931 competition. 
Presentation of these awards is 


scheduled for March 23 in Chicago 
at a banquet which will also see the 
initial showing of a sound and color 
packaging motion picture produced 
by the magazine and featuring the 
winners. 


Test for Eastern Gas 


The Eastern Gas and Fuel Associ- 
ates, a Koppers affiliate, has started 
an institutional campaign in Boston 
daily newspapers. Batten, Barton, 
Durstine and Osborn, Boston, is the 
agency. 


Film for Lederle 
Mason Wadsworth, New York film 
producer, is making a film for Led- 
erle Laboratories, Inc., Pearl] River, 
N. Y., temporarily called “Canine 


Distemper.” 


Classified Copy Has 
Fast Action Pull 


Harrisburg, Pa., March 9.— 
Something like a record for 
speed in copy results was estab- 
lished here yesterday by the 
Harrisburg Patriot and Eve- 
ning News classified depart- 
ment. After acceptance of a 
lost dog insertion, an astute 
employe in the composing room 
discovered that the description 
it contained was that of a 
pooch taken in by his neighbor. 
Said pooch was returned—hbe- 
fore the advertisement § ap- 
peared. 


Lighty in New Service 


Medical Publication Associates is 
the title of a publishing and adver- 
tising representation service formed 
by Kent Lighty in New York. The 
organization will offer medical jour- 
nals complete publishing, business 
management and advertising promo- 
tion facilities. Journals now using 
this service are the Journal of the 
American Institute of Homeopathy, 
the Hahnemannian Monthly, the 
Journal of Osteopathy and Il’'Hepital. 


Rolscreen Patent Upheld 


Rolscreen Company, Pella, Ia., 
venetian blind manufacturer, has re- 
cently been upheld in 25 claims of 
patent infringement in a decision 
given by Judge Marcus B. Campbell 
in the United States District Court 
for Eastern New York. 


c OUR VISITS to advertising agencies, we have 


sometimes been struck by photo-murals of 


great crowds of people which decorate the walls 


of reception rooms and offices. People—just 


people—to remind us to get down to earth and 


stay there. To keep before us a picture of the 


great masses of plain common folks who consti- 


tute the advertising market. 


People in the mass are all pretty much alike. 


They all have stomachs of about equal capacity, 


needs, desires, cravings and resistance. “Get- 


ting and spending’’—that is their lives, no mat- 


ter whether they live on the right side of the 


tracks or the wrong side. 


But on the wrong side of the tracks there are 


more people than on the right side, and for most 


products, these people form a virgin. untouched 


market. For on the wrong side of the tracks the 
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usual advertising media fail to penetrate very 


deeply. 


Criterion Service posts displays on framed 


steel panels on leased walls of any specified 


naborhood retail shopping center on either side 


of the tracks. But on the wrong side, Criterion 


can penetrate as no other medium can. At the 


amazingly low cost of ten cents per panel per 


day, Criterion can carry your message to the 


great mass of people that are but feebly reached 


by magazines, newspapers and radio. Here lie 


the new, untouched markets. Here lies the one 


great opportunity for business expansion. Re- 


member that the folks on the wrong side of the 
tracks—like the folks on the right side of the 
tracks—are people—just people. 

Send for “Market Coverage by Naborhoods,” 


a descriptive booklet about Criterion Service. 


SELECTIVE POSTER 


“makes all other forms of advertising and selling more productive.” 


ADVERTISING 


IN NABORHOOD SHOPPING 
CENTERS 


CRITERION ADVERTISING COMPANY, INC. 
GRAYBAR BUILDING, NEW YORK 


IN 600 WINDOWS 
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“ARRULY TELEGRAPHIC” 


This window decalcomania is being dis. 

tributed to 600 member-dealers of Fruit 

Telegraphic Delivery Service, Inc., Atlan. 
tic City. 


FOOD SALES UP; 
CHAIN TAX FAILS | 
TO HELP INDIES | 


New York, March 10.—That the 
enactment of statutes is not the 
remedial answer to an _ industry’s 
perennial woes was indicated here 
today as the results of the 8th an- 
nual survey of the grocery business 
were released by The Progressive 
Grocer. Despite the Robinson-Pat- 
man act and anti-chain store legisla- 
tion, small independent stores con- 
tinued to fare badly last year, and 
despite the availability of fair trade 7 
laws, price-cutting remained the 7 
trade’s most persistent headache, | 
the report said. 

Among outlets doing less than 
$15,000 a year, it was found that 
half suffered losses in sales. In 
spite of an average increase in 
price of 3.6 per cent, these small 
stores increased their business on 
an average only from 2 to 3 per cent, 
compared with a gain for all inde 
pendents of 5 per cent. 
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Loss Leader Back 


In highly competitive areas, the 
survey showed, “the old loss-leader 
racket was back with all of its old- 
time fury, notwithstanding the 
honeyed phrases that chains and 
super-markets passed out for public 
consumption.” Independents joined ~ 
in the fray with their chain and 
super-market competitors, the _ re- 
port continued, and the net result is 
that the grocery trade “is more and ; 
more beginning to think in terms 
of a minimum mark-up law as sug- 
gested by the National Food and | 
Grocery Conference Committee.” 

The survey highlighted the con- : 
tinued trend toward super-market 
distribution outlets, a development 
that has “been pronounced” since 
1929. As a single class, the report 
said, large corporate chains “did 
not fare any too well” during 1937. 
They increased their business 2 per 
cent, or $60,000,000 over 1936, while 
independent grocery and combina- 
tion stores “again outsmarted and 
out-merchandised their chain com- 
petitors” and enjoyed an increase 
of 5 per cent, or $270,000,000 over 
1936. 

Total food volume reported for 
1937 was $10,600,000,000, highest 
since 1930. Of this amount, grocery 
and combination stores accounted 
for $8,156,000,000, split approx! 
mately two-thirds independent a2 
one-third chain. The remaining vol 
ume, $2,453,000,000, was attributed 
to “specialty stores,” including 
meat and sea food markets, baker 
ies, liquor stores, fruit and ves® 
table markets, candy and confec: 
tionery stores, and dairy stores. 


For N. Y. Resorts 


County bureaus of publicity i 
sort sections of New York wil 
ceive 1 per cent of each county’s 4” 
nual budget for resort promotion 
the Feinberg-Reoux bill, authorizing 
boards of supervisors to appropria 
such an amount, becomes @ 1@¥ 
is expected. 
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ANDERSON PAINTING KEYS CAMPAIG 
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Promotion of National Distillers’ Old Angus blend Scotch is being built around 
this Harold Anderson painting. 


DOUBLE USE 


STRIKES THE BELL 


‘SWEET MOSHE, 
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MOR THERR PACIFIC RAIL MAY 
seme 


This effective illustration in current mag- 

azine copy of the Northern Pacific Rail- 

way strikes a responsive consumer note 
with its “appetite” appeal. 


ALL THE MAKIN'S 


ai RRR poe 


Castle Products, Inc., presents this new 
cocktail kit containing all the ingredients, 
except liquor, for cocktails. The pack- 
age was produced by Hinde & Dauch 
Paper Company, Sandusky, Ohio. 


This new Shefford Cheese package may 
be ''de-labeled" to present the adjacent 
attractive table glass. 


WINNERS IN THE 1937 ALL-AMERICAN PACKAGE COMPETITION SPONSORED BY MODERN PACKAGING 


: 
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tee ne 4 
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CHASE & 
SANBORN 


COFFEE 


CHASES 
SANBORD 


omneluded among the winners of the All-American Package 
ng ‘tion sponsored by Modern Packaging are: 1. London 
Necta, aI award in set-up paper box group; 2. Quaker Maid's 
toup. &a, silver award in the counter, floor and shelf display 
Sands | Bristol-Myers’ Mum, bronze award, machinery group; 


annon Mills’ Dowry Chest, silver award in set-up paper 


ASE & 
SANBORN 
COFFEE 


ITS DRY - It's LIGHT - IT TASTES JUST RIGHT 


TEED SOOKE WHISKEY 06.4 PRO A mLERD OF WOO% SCOICH wemmes au ¢ YRS GO COUPE TEE RS CO a EW 


Browne Vintners Company, New York, presents this |6-foot sculptured horse in its 
new illuminated White Horse Scotch whisky outdoor poster at the Jersey entrance 
of the new Lincoln tunnel. 


OAKLAND CLUB PROMOTES NAKED TRUTH 


John Hayes, president of the Oakland Advertising Club (right) and Maurice 

Hyde, publicity director of the Emporium, San Francisco department store, 

surround the undraped truth as the club officially inaugurates a new truth-in-copy 
movement. 


STOKES AWAY SALES 


FEDERAL HOUSING ADMINIST 


This new poster for Lucas paints opportunely ties in with the two billion dollars the Federal Housing Administration recently 


made available for home construction and remodeling financing. 


(Story on Page 33.) 
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Iron Fireman Mfg. Company presented 
this revised trade character “in person” 
at its recent convention. 
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box group and gold award for Handy Pack sealed transparent gold award, metal container division; 11. Reynolds Metals’ Cinco 
envelope for hosiery in transparent bag group; 6. International cigars, bronze award, opaque wrappings group; 12. Standard Brands’ 
Silver's Revelation Chest, gold award, miscellaneous group; 7. Inter- Chase & Sanborn coffee, gold award, opaque bag and envelope 
national Printing Ink, gold award, collapsible tube division; 8. Coca- 
Cola, silver award, window display group; 9. Hirestra Laboratories’ plastic container group; 14. B. F. Goodrich’s garden hose, gold 
Endocreme, gold award, glass container group; 10. Heiz, Heisbox, award, shipping container group. 


group; 13. Harriet Hubbard Ayer's Wee-Tot set, bronze award, 
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Empty Armchairs in 
the Old Home Town 


At this moment thousands of National Geographic families 
are traveling throughout the world. They have gone away 
to see the Americas first. Perhaps to Europe, Asia or Africa. 
Others to Hawaii, Australia or New Zealand. They may be 
gone a week, a month, or perhaps a year. 


Leading travel advertisers who have used this magazine for 
many years realize the importance of this great market. 

Many of those firms have kept accurate records of inquiries, 

of arrivals, or of transportation sold. Ask those advertisers, 

or their advertising agents, what they know about the 

selling power of the National Geographic. 


x * * 


Home, however, is headquarters for these families. After 
their travels they return to their comfortable residences. In | 
those homes they are the best customers of all manufac- 
turers of good products. 


Away or at home, these people are The First Million 
Families of America. 


Sell the First Million First 


THE NATIONAL GEOGRAPHIC MAGAZINE - wasuHINcTON, D.C. 


NET PAID CIRCULATION wEXCEEDS 1,000,064 
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